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In this issue 
This Business of 
Selling Housewares 
Pg. 28 


When Spring hits, garden tool sales start with a bang. Right now, 
practically every store in the country is still understocked on 
garden tools. Those dealers who complete their stocks in time 
for the first day of Spring will make the greatest profit. Of all 
lawn and garden tools, GREEN THUMB has the top preference 
and acceptance of home gardeners.* Order your complete needs 


from your GREEN THUMB wholesaler now. 


*A mass display of Green Thumb tools, in this Island Green Thumb 
R 


Merchandiser, is guaranteed to increase sales in any store. 


THE UNION FORK & HOE CO., COLUMBUS 15, OHIO 
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“NAT” STANDS OUT 


with the most complete line 


You can simplify ordering and stock handling, and still sell your customers 

the most complete line of high quality fasteners. National makes it possible 

Handling is easier with National’s uniform packaging. Labeling is big and bold 
and color-coded for quick on-shelf identification and selection. All in all, your stock 
of National resteners in the trim red and black boxes makes a much better looking, 
more smartly businesslike fastener department. 

And since the National line is the complete line, it pays to think National when 
you think about saving through one-source buying. 
Consider the facts—all the advantages of standardiz- 


ing on National fasteners—and make the National 
line your line, because it stands out in every way. a > Q 'Wtionall 
Ask Your Distributor . . . He Knows 4 Vi 


THE NATIONAL SCREW & MFG. COMPANY {= 
Cleveland 4, Ohio 


Pacific Coast: National Screw & Mfg. Co. of Cal. 
3423 South Garfield Ave. « Los Angeles 22, Cal. 
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Springtime is roofing-time 


His barn roof’s in sad repair, and this year he’s determined to give it a new 
one. He’ll want roofing material that will last, look well, cost little. Mention 
Stormproof Roofing to him and you'll ring a bell, for he’s seen Stormproof 
advertised prominently in Southern Planter and Progressive Farmer. Better 


be sure you’re well stocked with Stormproof galvanized steel roofing! 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


For more information use Handy Return Card, Page 73 
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DON’T PUT GREEN SPOT SPRINKLERS 
WHERE PEOPLE CAN SEE THEM 


merchandise 


. especially Green Spot’s new Oscillat- 
ing Sprinkler. It could start a stampede 
Just sneak it out when there are only a 
few people in your store. Even then, 
you'll have to be careful. Some custom- 
ers get violent if you serve others first 

It’s all the fault of our design people 
When they re-styled our Green Spot 
sprinklers last year they did almost too 
good a job. People now find the Green 
Spot line quite irresistible. 

So if you wish to avoid the inconven- 
iences of heavy traffic and rising profits, 
keep Green Spot sprinklers out of sight 


For more information use Handy Return Card, Page 73 


If you feel reckless, you might put one 
or two of them on your counter. But if 
money-waving customers break it down, 
don’t send us the repair bill 

There’s going to be some national ad- 
vertising on Green Spot sprinklers. But 
they'll only appear in obscure, little- 
known magazines like the Saturday Eve- 
Post, Better Homes & Gardens, 
Time and Sunset. Probably no more than 
30 or 40 million people will see them 

One of our salesmen may try to talk 
you into using the colorful window and 


And 


ning 


counter cards we've had made up 


some of our racks, too 
Don’t commit yourself! 

No matter how many precautions you 
take, gather in 
front of your store some morning to see 
the Green Spot line. When this happens 
' icade 
the doors and call the police. Or fling 
and let the customers in 


a mob of customers will 


you can do one of two things. Bar 


wide the doors 
We'd advise the latter 


Groen Spot 
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ANNUAL SUBSCRIPTION $1.00 “ . ‘ . 
Even the new Shopmate’s recommended selling 
Business Representatives price looks like a special! The fact is, no other jig 
| W. L. Rocers, Room 610, 7 East 42nd St., New York 17, N. ¥., saw has so many features yet is priced so low for 
whl gg Bg Rape RZ, EO volume sales. The new Shopmate provides its own 
ohasset, Mass *hone : ohasse O7T12; AMes R. CoRcer, . aon Ta : 5 - 7. . 9 %o 
| Philadelphia, 27 E. Windermere Terrace, Lansdowne, Pa., Phone light, bevels left or right to 45”, re ally cuts 2 x 4's, 
MA 6 0145 ; Huck AULL, 333 N Michigan Ave., Chicago, Ill perfect circles, everything from metals to leathers, 

*~hone: CE 6-4131; Joseru B. Rocers, 16404 Southland Ave., | a » tte ’ storti > » 23 ; 
Cleveland 11, Ohio. Phone: CL 1-9063: Loyp B. CHAPPELL & even makes its own starting hole. Comes with 
, 8693 Wilshire Bivd., Beverly Hills, Calif., Phon« three special blades that give it the versatility of 

| 2-1490; Frep Jameson, Loyp B. Cuapret. & ASSOCIATES, | ose a 

$21 Edinburgh St., San Mateo, Calif.. Phone: DI 383-8806: W. ¢ — other saws. . : 
RuTLAND, P. O. Box 102, Gastonia, N. C., Phone: 7-7995; Baron | Powerful big space ads in leading consumer 


pg ~L, pt Ree od —T 7 aan, Sem te 7 = publications like Saturday Evening Post, Popular 
LICK ‘ o a © 0 ommerce 1dg., iami, Aa., . +" « . . 
Mechanics and Popular Science introduce this sen- 


Sé i «< WwW ji Se it 
sational new jig saw to s ESTED RETAIL 


Published Monthly by your customers And 
Atlanta, Ga., and Dalton, Ga complete promotional 
Editorial end Business Offices material is available 
806 Peachtree Street, N.E., Atlanta 8, Ga. free of charge! 
S 





W. R. C. SMITH PUBLISHING COMPANY | to help you even more, 
Publishers Also of COMPLETE 


ELECTRICAL SOUTH SOUTHERN AUTOMOTIVE JOURNAI 
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BUSINESS TRENDS 


Business Outlook—Despite much recession talk, there is feeling in some quarters 
that business activity already has reached its low point, will continue 
at about current levels until fall, then turn up. Reports are that Christmas 
sales did not quite come up to 1956 levels either in dollars or volume. And at 
the moment, sales of new automobiles are not keeping pace with 1957 sales, 
sales of appliances are slow and customers, generally, are cautious about taking 
be 


on more debt. Bright spot: personal savings and incomes continue to be up. 

Legislation—With congress back in session, businessmen may see letter-mail 
postage raised to 4 cents. Social security tax of 23% for employer and 

employee on first $4,200 of income may soon be applied to first $4,800 of 

income. Likelihood is that payroll tax will keep edging up as pension costs 

continue to increase. With armament spending certain to be raised there 

is little hope for a cut in income taxes. 


Employment— Totaling 64.9 million in November, employment was down 1.1 million 

from October and slightly below the same month in 1956. Unemployment ; 
rose to 3.2 million in November, an increase of about a half million from 
a year earlier. 


Personal Iincome— Consumer income in November was at an annual rate 
billion dollars, 500 million lower than in October and 1.2 billion 
below September. Year-end production cut backs accounted in part fo 


decline, though hourly rates of production workers hit new high in 


Construction—As 1957 closed residential construction continued to expand with 
the result that the Department of Commerce estimates that outlays for 

new construction in 1958 will reach a level of 49.6 billion dollars, 5% 

above 1957. Public and private outlays for residential building are 

to increase approximately 8%. 


Installment Purchases—Though personal incomes and savings are at rec 
levels, consumers are being cautious in adding more installment 

New loans on consumer goods in November were 8% under the previous 

Generally, consumers have sharply reduced their borrowing for such thing 

appliances and furniture. For hardware dealers this can mean added 

power later in 1958. 


Farm Income— In the first 11 months of 1957 farmers received 27.0 billion 


dollars from marketings, 2% less than in the same period last year. 
Prices were up an average of 3%, but total marketings were smaller. 


Gross National Output— ‘The nation's gross output in 1957 has been estimated 
at about 5% higher than in 1956. Production of nondurable goods increased 
Slightly, while durables production declined a bit. 
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INDUSTRY NEWS 


Ingram New Sales Head, 
Higginbotham-Pearlstone 


OFFICERS and members of the 
board of directors were re-elected 
and a new sales manager for the 
hardware division was selected 
by the Higginbotham-Pearlstone 
Hardware Co., Dallas, Texas, at its 
annual board meeting in Decem- 
ber. The announcement was made 
by J. P. Barfield, vice-president 
and general manager. 


W. T. Ingram 


In addition to Barfield, the offi- 
cers are Hyman Pearlstone, presi- 
dent; R. W. Higginbotham, Jr., and 
J. M. Higginbotham, Jr., vice- 
presidents; J. H. Ways, secretary; 
Leo C. Miller, assistant secretary. 

The new sales manager, new to 
Higginbotham-Pearlstone only in 
title and duties, is W. T. Ingram, 
who supervises 13 general line 
salesmen. He assumed the post on 
December 1. In this position In- 
gram rejoins the firm with which 
he first became associated in 1942. 
Interrupted by three years of mili- 


6 


tary service, he continued with 
the firm through 1950, advancing 
through the various steps to city 
salesman. In 1951 he joined an- 
other wholesale organization lo- 
cated in Dallas, The Schoellkopf 
Co., and remained with that com- 
pany until the present position. 


e 


R. E. Lehman Elected 
Aircapitol President 


THE BOARD of directors of Air- 
capitol Manufacturers, Inc., Wichi- 
ta, Kansas, manufacturers of the 
Mastercut power lawn mower, 
elected Robert E. Lehman presi- 
dent at its recent annual meeting. 
Lehman has held the position of 
executive vice-president for the 
past five years. 

T. Bowring Woodbury, president 
for the past 10 years, was elevated 
to chairman of the board. 

Vernon W. Schroeder, who has 
served as vice-president and treas- 
urer for 10 years, was re-elected to 
that position. 


Robert E. Lehman 


Republic Steel Appoints 
Baldwin to Sales Staff 


A. R. (JACK) BALDWIN, a vet- 
eran of more than 30 years in the 
steel sales field, has joined Re- 
public Steel Corp.’s sales staff, 
Birmingham, Ala., as a specialist 
on wire products and sheets, J. P. 
Distler, manager of sales, Wire Di- 
vision, Chicago, announces. 

Baldwin will maintain contacts 
in Texas and Oklahoma as well as 
the 10-state Southeastern area 
covered by Republic’s Birmingham 
district sales office 


A. R. Baldwin 


His service to steel users dates 
back to 1923 when he was associ- 
ated with the American Steel and 
Wire Division of U. S. Steel, cov- 
ering Southeast Missouri. Later he 
served in the St. Louis district of- 
fice of that company. In 1932 
Baldwin came to Birmingham as 
assistant manager of the American 
Steel and Wire sales office there. 
He subsequently served in several 
capacities in TCI’s sales depart- 
ment. 
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Make sure you have the New 















































Here are fans with all the glamour and sparkle There’s a fresh look at ASCO 
of today’s square, slim modern look. Smart decorator 

colors of mocha brown. . . off-white high FASCO INDUSTRIES, INC. 

impact resistant plastic diffuser grille . . . gleaming North Union and Augusta Streets 

gold instrument panel make the deluxe fan a sure Rochester 2, New York 

sales winner. All other models are equally as modern | Gieees deel Geo 00 Eitcrmatien on fence Poms eth Gn Gs 
with the slim trim look. Just seven Fasco models | Tete feck 

are all you need to give a complete selection to your 
customers. There’s a fresh look all about Fasco— 
new line—new prices—new sales policies. Send 
in the coupon for beautiful color catalog and | Street 


Name 


Company 


complete information. City — Stet 
ee e_____§ vice 
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Waco Hardware Unveils Remodeled 
Headquarters to 1,700 Visitors 


Waco HARDWARE Co. of Waco, 
Texas, officially unveiled its new- 
ly remodeled headquarters on 
December 1 and 2 to some 1,700 
visitors, including 289 hardware 
dealers and 175 factory represent- 
atives and salesmen. 

The firm’s renovated two-story 
front division, to which a whole- 
sale furniture department has 
been added, now has 45,000 square 
feet of floor space, nearly half of 
which is devoted to display mer- 
chandising of more than 17,000 
items. 

Operated as the Higginbotham 
Hardware Co. until its partial de- 
struction in the 1953 Waco torna- 
do, the present company was pur- 
chased from Dallas interests by 
J. W. Barnes, president, and of- 
ficially chartered in August, 1953. 
It has since operated as a whole- 
sale distributor of heavy and gen- 
eral hardware and sporting goods 
in the central Texas area. 

Barnes has announced plans for 
the holding of regular dealer 
clinics at six-month intervals, the 
first of which has been set for 
March 1 in the new quarters. 

5 


Turnbuckles Appoints 

Eastern Manager 
TURNBUCKLES, INC., Michigan 

City, Ind., announces the appoint- 


ment of Rol Plumb as eastern dis- 
trict manager covering the New 


England states and New York 
State, including the Metropolitan 
New York area on the complete 
line of hardware and perforated 
board fixtures. 


* 


Two New Service Letters 
Ready for Reel Repairmen 


AMERICAN Tackle and Equip- 
ment Co., Philadelphia, Pa., has 


(Continued from page 6) 


announced the availability of two 
new Service and Repair Parts In- 
formation letters (Nos. 6 and 7) for 
reel repairmen. 

The letters, issued periodically 
by Paul B. Richter, reel service de- 
partment manager, are offered free 
to tackle dealers, their reel service 
departments and individual reel 
repairmen. 

Richter and his staff, through 
this manufacturer-dealer service, 
provide repairmen with helpful 
hints, recommended procedure and 
other advice on the repair and 
servicing of Ocean City and True 
Temper fishing reels. The letters 
are three-hole punched for easy 
loose-leaf filing 





Waco Hardware Co.'s new Third Street entrance, in top phote, awards additional 
service to customers who are now able to view displayed merchandise before 
making their selection. The firm's 21,000 sq. ft. display area, above, is overlaid 
in polished hardwood and allows mass merchandising of more than 17,000 items 
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Nothing GORE YY about hose profits 


when you 
feature 


SUPPLEX 


Q=EX 


Las more hose profits? Feature Supplex! Want to please 
customers? Feature Supplex! Simple fact is that Supplex is 


quality —through and through—and in 
the long run quality pays—for you as 
well as your customers. 

Seven national magazines now carry 
smart Supplex ads. And Supplex provides 
“free” Ad-Dollars to pay for your local 
advertising. Buy Supplex and sell quality. 


SUPPLEX COMPANY, Garwood, N. J. 
Division of Amerace Corporation 
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LIGHT, DURABLE NON-REINFORCED 


RETAIL $2.24 and up — Leaders in moder- 
ate-priced field, also give you generous 
profit margins. Fully guaranteed. 


NYLON TIRE-CORD REINFORCED Hose | 


RETAIL $3.98 and up — Won't burst even 
if left for days in hot sun under full water 
pressure. Guaranteed 10 years 


Note tough, knitted 
ply of nylon tire cord 
embedded in this all 
viny! hose. An 
outstanding sales 
feature your 
customers 

can see. 











TRIPLE TUBE 


a, 
Whe? “x ; ‘ 3 


7 ’ 
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As 4s seh . 
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SPRINKLER 


RETAIL $3.98 and up — Superior, triple 
tube construction. Outsells all other sprin- 
klers. Packed on amazing new reel. ..makes 
all other flexible sprinklers obsolete! 


— —-—4 
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INDUSTRY NEWS 


Supreme Names Assistant 
to President, Sales 


Davip SPATZ, president and gen- 
eral sales manager of Supreme 
Products Corp., Chicago, an- 
nounces the appointment of Robert 
Lowell as assistant to the presi- 
dent, sales. Lowell, formerly sales 


Robert Lowell 


manager of the Eastern, Southern, 
and Canadian divisions of Su- 
preme, is located in the company’s 
New York sales office. 


* 


B. M. Vaughn of Houston 
Dies of Heart Attack 


BRYAN M. VAUGHN, 73, of Hous- 
ton, Texas, died of a heart attack 
at his home on December 8. 
Vaughn was owner of the B. M. 
Jaughn & Co., Houston manufac- 
turers’ agents for steel companies. 

A native of Howe, Ala., he had 
lived in Houston for the past 30 
years. Vaughn was an active 
Shriner and Rotarian. Though his 
business took him on many trips, 
he was said never to have missed a 
Kotary meeting in 27 years. He 
was also a steward of St. Paul’s 
Methodist Church for many years. 


o 


Barcalo Names Brockway 
Tool Sales Manager 


GEOFFREY J. LETCHWORTH, Jr., 
vice-president of Barcalo Manu- 
facturing Co., Buffalo, N. Y., an- 
nounces the appointment of James 
H. Brockway as sales manager of 
the company’s Tool Division. 

Brockway has held various sales 
executive positions with Hotpoint 


10 





Co., Fedders-Quiggan Co., General 
Electric Co., and most recently 
was vice-president in charge of 
sales of Reif Rexoil of Buffalo. 


2 


Bluefield Supply Opens 
New Tennessee Warehouse 


BLUEFIELD Supply Co. of Blue- 
field, W. Va., has recently opened 
a branch warehouse in Kingsport, 
Tenn., to serve Hotpoint dealers in 
eastern Tennessee and southwest- 
ern Virginia 

Formal opening of the new 
quarters was held on January 6-7, 
with a dealer preview of the 1958 
line at the Kingsport Inn unde: 
the direction of Bill Crouch, appli- 
ance department manager. The 
new Kingsport warehouse is lo- 
cated near Sherwood and Konna- 
rock Roads. 

7 


Schultz to Represent 
Stanley Tools Division 


WALTER F. SCHULTZ, JR., recent- 
ly was appointed a sales represent- 
ative for Stanley Tools, division 


Richards and Conover 
Closes Oklahoma City Div. 


RICHARDS and Conover Hardware 
Co., of Kansas City and Oklahoma 
City, closed the hardware division 
of the Oklahoma City branch on 
January 1, but will continue to 
maintain a floor covering ware- 
house in the Oklahoma capitol. 

The firm will remain active in 
the hardware field in Northern 
and Northeastern Oklahoma, with 
its locally-based sales staff being 
supervised from the Kansas City 
office. Sales personnel elsewhere 
in Oklahoma, West Texas, and 
Eastern New Mexico has been re- 
leased. 

Richards and Conover was 
founded in 1863 and the Oklahoma 
City branch was opened one year 
before statehood in Oklahoma— 
in 1906. 

In Dallas, Texas, George Nors- 
worthy, president of The Schoell- 
kopf Co., pioneer wholesaler, an- 
nounced that James F. O'Neil, 


(Continued from page 8) 


Walter F. Schultz, Jr. 


of The Stanley Works, New Brit- 
ain, Conn. His sales territory will 
be Maryland, Virginia, North Car- 
olina, and Washington, D. C. 

Schultz came to Stanley as a 
sales trainee in 1955. Upon com- 
pletion of his training, he did mis- 
sionary work for two years and 
served as a sales representative in 
Virginia and North Carolina. Prior 
to joining Stanley he was a sales- 
man for the Carnation Co., Los 
Angeles, Calif. 


former vice-president and general 
manager for Rich-Con in Okla- 
homa City, has moved to Dallas 
and is functioning as Schoellkopf 
sales manager, hardware division. 

Norsworthy also said he had em- 
ployed “a number of salesmen” 
who previously had been in the 
territory for Rich-Con in Southern 
Oklahoma, far West Texas, and 
Eastern New Mexico. The addition 
of former Rich-Con salesmen ex- 
pands the Schoellkopf sales force 
substantially, Norsworthy said. 

Schoellkopf, according to Nors- 
worthy, will now operate in as 
much of Oklahoma as is economi- 
cally practical. 

Norsworthy added that Schoell- 
kopf is negotiating for a portion of 
the Rich-Con inventory in Okla- 
homa City. It is reported, too, that 
other wholesalers, both in Okla- 
homa and Texas, are interested in 
portions of that inventory. 

So far, there has been no an- 
nouncement by Rich-Con concern- 
ing disposition of any part of the 
Oklahoma City inventory. 
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. whatever the size... 


half-pint or large size 


No matter if you’re eight or eighty, 
beginner or expert, you'll enjoy trouble- 
free spinning and all around smooth 
fishing with your choice of the three 
JOHNSON reels. Century . . . Citation 


.. or Princess. 


Equipped with 125 yds. 10 lb. test line and a 
24” retrieve, this reel was designed especially 
for light salt water fishing and fresh water 
trolling. Like the Century, the Citation has 
all salt resistant parts . . . Selecto-Dial ... 
and Push Button casting. Tried, tested, and 
proven before being released, the Citation 
fills the bill when tackling the big ones. 


So Perfect Experts Choose It, 
So Simple A Child Can Use It! 


f 
ZLULA, 4 | 
- Trouble free Selecto-Dial drag adjust- 


. . — 4 é e ) S' s 
The world’s record breaker equipped with < Fs oe ies Gaiaaioe aaa 
100 yds. 6 lb. test line and a 18)" retrieve, Also all JOHNSON reels are reversible 


now available for the ladies in brilliant princess ee for either left or right hand 
pink and granite black. This reel named the retrieve on any rod. To get the 
PRINCESS completes the JOHNSON family best, buy a JOHNSON. 
for YOUR family. 


is 
Mieke) THE DENISON-JOHNSON CORPORATION + Mankato 7B Minnesota 
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MASONWARE 
Hot Shots 


@ i 


THREE TIER CAKE PAN SET... your 
FASTEST selling item. Packaged in a color- 
ful poly bag. Conveniently packed; only six 
sets per shipping carton for easier dealer 
handling. Item #81012, 


ROUND COOKIE SHEET, another 
Masonware best seller, packaged in a terrific 
four-color poly bag. This is a new and differ- 
ent idea in a cookie sheet ... and from the 
sales, Mrs. America must love it! Item #17. 


WEE PARTY CAKE PAN SET, a new item 
that broke in with a bang. Parties, birthday 

anniversaries have no season and this little 
cake pan set at an impulse price is a big year 
round profit maker. Packed in easy 1 dozen 
cartons, #345/12. 2 dozen pack, including a 


free wire display rack, #345/24. 


STEADY SELLERS DEPT. D 


BAKEWARE 
SERVING TRAYS 
STOVE MATS 


MASONWARE COMPANY 
division of FRAM CORPORATIO?| 
DEXTER ROAD, EAST PROVIDENCE, R. I. 


12 For more information use Handy Return Card, Page 73 





INDUSTRY NEWS 


Republic Names Manager 
for Birmingham Office 


THE APPOINTMENT of C. B. Pharo, 
Jr., as manager of Republic Steel 
Corp.’s Birmingham district sales 
office was announced recently in 
Cleveland, Ohio by L. S. Hamaker, 
Republic’s general manager of 
sales. 

R. J. Working, whom Pharo suc- 
ceeds, is retiring after 45 years 
with Republic and _ predecessor 
companies, but will continue with 
Republic in a consulting capacity 
until mid-year 1958 

Pharo, who has been assistant 
manager of the Birmingham sales 
office for the past 16 months, began 
work for Republic in 1935 as a 
sales student following his gradua- 
tion from Lehigh University in 
Bethlehem, Pa. 


Cc. B. Pharo, Jr. 


The Birmingham office handles 
the sale of Republic products in 
Alabama, Arkansas, Florida, Geor- 
gia, Louisiana, Mississippi, North 
Carolina, South Carolina, Tennes- 
see, and part of Virginia. Resident 
salesmen working under the di- 
rection of the Birmingham sales 
manager are located in all principal 
southern cities. 


+ 


Fayette R. Plumb 
Elects Officers 


FRANK P. GREEN, vice-president, 
Fayette R. Plumb, Inc., was elect- 
ed to the position of executive 
vice-president at a meeting of the 
board of directors held in the com- 
pany’s Philadelphia offices in No- 
vember. 





Frank P. Green 


Additionally, Charles L. Schlipf 
was elected secretary of the firm; 
he is also treasurer and will con- 
tinue to serve in that office. George 
R. Beck, export manager, was 
elected to the board of directors 


> 


McKenzie to Cover Texas 
Area for Millers Falls 


ARTHUR E. ACKERMAN, vice- 
president in charge of sales, Millers 
Falls Co., Greenfield, Mass., an- 
nounces the appointment of S. L. 
McKenzie, Jr., of Fort Worth, 
Texas, as sales representative. Mc- 
Kenzie will contact distributors on 
behalf of all Millers Falls lines 
which include hand tools, power 
tools, metal cutting saws and pre- 
cision and machinist’s tools. He will 
cover the Texas area, operating out 
of the Millers Falls Southwestern 
District sales office in Fort Worth, 
Texas, and reporting to District 
Manager Herbert E. Held. 

Before joining the Millers Falls 
Co., McKenzie was sales manager 
of the Specialty Sales and Service 
Co., Fort Worth, for 10 years 


. 


Thor Names Appointees 
in Expansion Program 


IN A MAJOR expansion of Thor 
Power Tool Co.’s sales and product 
operations, William J. McGraw re- 
cently was appointed general sales 
manager, Walter G. Mitchell gen- 
eral manager of product develop- 
ment, and Milton E. Slater sales 
manager of farm and ranch di- 
vision, all newly-created positions, 
Neil C. Hurley, Jr., president of 
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the Chicago firm, announces. 

Hurley also announced that 
Clarence B. Bergren, Milwaukee 
branch manager, has been named 
manager of Thor electric and 
SpeedToo!l sales. 


+ 


American Hardware Corp. 
Names New Appointees 


APPOINTMENT of David Muir- 
head to the newly created post of 
executive vice-president of The 
American Hardware Corp. was an- 
nounced recently by Evan J. 
Parker, president. Muirhead also 
continues his present position as 
treasurer. 

The announcement was made 
also of the appointment of Philip 
J. Walther as general sales man- 


Walther Muirhead 


ager of the Corbin Cabinet Lock 
Division of American Hardware. 
A certified public accountant of 
New York State, Muirhead joined 
American Hardware in 1943 as a 
general accountant and was elected 
corporate auditor in 1946, con- 
troller in 1950, treasurer in 1951, 
and vice-president in 1956. 
Walther joined the company in 
1920 and since 1950 he has been 
assistant general sales manager of 
Corbin Cabinet Lock Division. 


. 


Frank Toohey Leaves 
O. W. Siebert Co. 


THE O. W. SIEBERT Co., Gardner, 
Mass., announces the resignation of 
Frank D. Toohey, vice-president 
and general manager. The resigna- 
tion was to become effective 
December 31, 1957. Toohey joined 
the company in 1948 as sales man- 
ager to handle sales advertising 
and promotion. 





CASH IN 


on the year ‘round demand 


Meet the growing demand for packaged nails 
and brads with the fast selling Cortland Brand. Con- 
venient, easy-to-handle green and yellow packages 
sell themselves. All packages are clearly marked for 
weight, length and gauge. 


For extra sales at no extra effort, set up a simple 
display like this and profit the year ‘round. Every- 
one who comes into your store is a prospect. You 
can display a complete stock of sizes (Ye Ib., Y |b. 
and | |b. ) in a minimum of space. 


Ask your Jobber for Cortland Brand Nails and Brads 
by name. Display them in your store . . . and Profit! 


COLORFUL STREAMER 6” x 30” 
available for counter or window 
send post-card for your streamer 


NAILS and BRADS 


WICKWIRE BROTHERS, INC., Cortland, N. Y. 
Wire Screening @ Hardware Cloth @ Wire Nettings @ Welded Wire Fabric 


CAVERT & LIPSCOMB — Nashville and Dallas 
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“T PAYS” 
TO SELL 
GRIFFIN 


Perhaps 


you've never 


seen a really 


“Gay Blade 


your store 


in 


maybe you don't 


know just how 
good our GRIFFIN 
Blades are. Take a 


minute and look at 


what these 


blades have to offer 


EACH BLADE — 


arly M 


EACH BLADE — 


Marked f« 


EACH BLADE — 
sinted, Looks Good 
>» Rust, No Scale 


All BLADES — 


Factory Guaranteed 


Ask your jobber for 


GRIFFIN HACKSAW BLADES, 


COPING SAW BLADES, SCROLL 
SAW BLADES; or write for 
additional information and 
dealer prices 


G. W. GRIFFIN COMPANY 
Franklin, New Hompshire 
Sales Representatives 
John H. Graham & Co. Inc. 

105 Duane Street, New York 8, N. Y. 





a 
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INDUSTRY NEWS 


Dewey Godfrey 


Remington Makes Changes 
in Executive Sales Posts 


REMINGTON ARMS Co., Inc., 
Bridgeport, Conn., announces sev- 
eral changes in executive posts in 
its sales organization, effective the 
first of the year. 

According to R. H. Coleman, 
vice-president and assistant gen- 
eral manager, Dewey Godfrey, 
formerly vice-president and direc- 
tor of will assume new 
duties as_ vice-president - sales 
Succeeding him as director of sales 
will be Gail Evans, previously an 
assistant director of sales. 

John D. Mitchell, the company’s 
other assistant director of 
will assume the responsibilities 
formerly held by Evans, accord- 
ing to the announcement 

Godfrey was elected a 
president and appointed director of 
sales in February 1954, after hav- 
ing served as assistant director of 
sales since 1949. He is a graduate 
of Tyler Commercial College, Ty- 
ler, Texas, and joined Peters 
Cartridge Co., Kings Mills, Ohio, 
in 1923 as a sales representative. In 
1935, after that company had be- 
come a division of Remington 
Arms, he was named assistant dis- 
trict manager at Dallas, Texas, and 
became manager of that district in 
1940. In 1945, he was made western 
regional sales manager of Reming- 
ton and held that post until his ap- 
pointment as assistant director of 


sales, 


sales, 


vice- 


sales. 

A graduate of Ohio State Uni- 
versity, Evans joined Remington in 
1935 as an advertising assistant. 
After a series of promotions, which 
included advertising manager and 
manager of advertising and shoot- 


Gail Evans 





John Mitchell 


ing promotion, he was appointed 
manager, Commercial Sales Divi- 
sion. He became assistant director 
of sales in February 1954 

Mitchell, a graduate of the Uni- 
versity of Wisconsin, joined the 
Remington organization in 1939 
and subsequently served in the 
Navy from 1943 to 1946, when he 
returned to Remington’s advertis- 
ing division. He became advertis- 
ing manager in 1947 and three 
years later was made manager of 
the Chicago sales district. He was 
appointed manager, Commercial 
Sales Division, in 1954. His ap- 
pointment to assistant director of 
sales was made in 1957 


¢ 


Jack Lynam Passes 
in Atianta, Ga. 

John K. “Jack”’ Lynam, a manu- 
facturers’ agent with headquarters 
in Atlanta, Ga., died suddenly at 


Jack Lynam 
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his home, January 8. He was 41. 
A native of Philadelphia, Mr. 
Lynam was for a number of years 
Southeastern district manager for 
Skil Corp. Recently, he had es- 
tablished his own business as a 
manufacturers’ representative. 


* 


American Tackle Names 
Egger to Head Sales 


ROBERT JERRETT, JR., vice-presi- 
dent and general manager of 
American Tackle and Equipment 
Co., Philadelphia, announces the 
appointment of A. Howard Egger 
as general sales manager 


Howard Egger 


Egger, replacing John D. Keith 
who recently resigned, was South- 
eastern salesman for True Temper 
Corp. four years prior to the for- 
mation of American Tackle as a 
subsidiary in June 1957. 


7 


Atlantic Steel Makes 
Sales Appointments 


THE APPOINTMENT of Gordon E. 
Brooks as assistant general man- 
ager of sales for Atlantic Steel Co. 
was announced recently by Howard 
B. Johnson, president of the At- 
lanta firm. The move was effec- 
tive January 1, and at the same 
time Connor F. Nelson, Jr. was 
named to succeed Brooks as sales 
representative for the company’s 
Atlanta territory. 

Brooks has been connected with 
Atlantic Steel since 1933, and Nel- 
son, since 1949. 
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This optus 


9 


Py 


: 
* 


ING ty 
ee" he 


is IMPORTANT 


She’s the “little woman” who putters around in her garden 
and insists that her dahlias, asters, marigolds and other 
flowers be protected by a fencing that’s strong, attractive and 
so light that she can put it up herself. She'll buy from you — 
or see to it that her husband does — if you offer G&B Gard- 
N-Beauty Flower Border, the fencing with the smaller mesh 
that affords greater protection and is almost invisible. 


This woman — like her husband — is in- 
terested in cost as well as quality; another 
reason why she'll want the fencing that 
COSTS ONE-THIRD LESS THAN 
OLD-STYLE FENCING! She’s a pros- 
pect for the other garden supply items 
you sell, too! 


The ladies can put it up themselves @ Sup- 
plied with 14 slip-in stakes @ Is galvanized 
after welding for rust resistance, longer life « 
Has smaller mesh for better appearance, 
greater protection e COSTS 1/3 LESS. 





50 Ft. Roll + Mesh — 2” x 254” +» Gauge — No. 16 + Width — 18” 
¢ Supplied with 14 Stakes 


Write for free posters and newspaper mats that will help you 
sell Flower Border and other low-cost, profitable items in the 
complete G&B line: Welded Fence; Perma-Gard; Perma-Net- 
ting; Hex Netting; Hardware Cloth and 
Wire Insect Screening. 


GEORGETOWN 1, CONNECTICUT 
BLUE ISLAND, ILLINOIS 


eS 
6 
Z 
9 
Cc 
} 

Ee 


‘ ®ncs wf ; 
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GILBERT 2 BENNETT 


OUTDOOR SPECIALS 


ey. icha. HARDWARE WEEK 


BAR-B’Q_ 


Brush an 1 No. 5 BAR-B-@ 
BRUSH SET 


A most-needed item for every grill! 
Attractive display card features two 
brushes for outdoor chefs. 


GRILL CLEANER .” 


Has firm, bright scraper to remove caked-on 
foods and fats; durable brass wire bristles to 
keep grill in tip-top condition 





‘ 


BASTING BRUSH 


Quick, safe basting for steaks, chops, fowl 
seafood. Long, safe-angle handle . . . sterilized 
horsehair filling. 


SPECIALLY PRICED, 
SPECIALLY SIX-PACKED WALKs 


Reg. Retail ... $2.69 


/f GARAGES 
irha price vee G f ; 


, , BA 
Attractively carded Set packed six to a SEMENTS 


shipping container. courts 


ee poots 
RANCH HOUSE BROOM 199 


Sturdy push-type broom makes sweeping 
on rough outdoor surfaces easier and faster. 
14” head; 54” handle. Special blended 
filling for cleaner sweeping. Broom heads 
packed individually in attractive, outdoor- 
style display package. 


IN SPECIAL 6-PACK with 
SPECIAL HARDWARE WEEK PRICE! 


Six heads and six handles in complete shipping container. irha price 


TERUSHES OX FIBRE BRUSH COMPANY, INC. 
© rrenericx <eleblished /S§f¢ MARYLAND 
AS AS TON 
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-this years sure thing 


When we came out with our Rotary 


Mow Your Lawn Mower file last year, we knew it would 


WITH A sell. But the way it sold surprised even 


SHARPER BLADE / us. It beat our estimates by 3 times. 


Now we know what this file can do. 
So we're putting all the promotion pres- 
sure on it we can. Dominant ads in 
Popular Science and Popular Mechanics! 
Three advertisements in The Saturday 
Evening Post and advertisements in Farm 
Journal and Progressive Farmer — the 
full irha Week treatment, too. 


We're doing all we know how to 
reach the nation’s 5,000,000 plus rotary 
mower owners—to get turnover for you. 











Approximately $4 pr‘ fit per dozen 
ai a gas Your cost ...»+ $7.84 per doz. 

=> Bie ia ee Selling price. .... $11.76 per doz. 

YOUR PROFIT .....$3.92 per doz. 








Each dozen comes in the colorful new display 
you see above. Gets dollars of profits from 


inches of display space. 
And a dozen goes in no time. What's more, 


the full profit holds even with the extra 
volume you get during Hardware Week. 


Put the Black Diamond 


Every Black Diamond Rotary Mower file comes : 
Rotary Mower file in your want book now 


in a durable plastic protective envelope. File ' 
handle and envelope have handy hang-up When you order—order big. That's the way 
hole. Hang several near your rotary mowers. this file sells 


BE READY FOR IRHA WEEK SALES—Order the Black Diamond Rotary Mower File Now 


In Canada: Nicholson File Company of Canada Ltd, Port Hope, Ontario 


NICHOLSON FILE COMPANY, PROVIDENCE 1, RHODE ISLAND a — 


( DIAMOND F ILES aveae penrese 
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MAKING MONEY IN POWER MOWERS 


LAWN-BOY REPORT + FEBRUARY 1958 


Cobwebs on your inventory 


I’ve just come back from a long trip around 
the country. I talked with about four hun- 
dred hardware men, many with pretty big 
inventories of lawn mowers left from last 
season. 

And I was pretty puzzled. Most of the men 
I spoke with were LAWN-BOY dealers, and 
when I saw the carryover inventory of 
mowers sitting around gathering dust, there 
was hardly a LAWN-BOY to be found, but lots 
of other brands. What did it mean? Here’s 
how they explained it: 

To “round out” their mower stocks, 
they’d put in one or two other lines besides 
LAWN-BOY. The LAWN-BOYS moved out fast, 
but most of the others kept sitting there. 
Could it have been just a bad selling season? 

Well, here’s what J think: The dealers 
with low carryover stocks of LAWN-BOY 
found LAWN-BOY an easier line to sell than 
the other brands, but they were reluctant 
to re-order LAWN-BOY until their slow 
movers were gone. They were saddled with 
an inventory they couldn’t afford. Was the 
“rounded out” line worth the price? 

To answer your “longer line” problem, 
this year the LAWN-BOY line offers you 


LAWNOBO 
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everything you need in power mowers. You 
won’t have to supplement LAWN-BOY with a 
slow-moving brand, because LAWN-BOY will 
cover the field completely—the Loafer, 
which is the first rider-mower combination 
that anyone can handle; two new self-pro- 
pelled Automowers; two new Deluxe mod- 
els; two new 4-cycle-engine models; a new 
18” Economy; an 18” Electric; and four 
factory-promotional models. 


And most important: In this line, every 
mower is a LAWN-BOY, with top consumer 
acceptance, top quality, competitive price, 
the ability to sell fast all year round, and 
little risk of becoming distress merchan- 
dise next year. Now your capital can be 
invested exclusively in the fast-moving 
LAWN-BOY line, without valuable dollars 
tied up in sluggish brands. Your store will 
no longer be a warehouse for half-dead 
merchandise. 


That’s how to make real money in power 
mowers. 


Let me know if you can see anything left 
out of the LAWN-BOY line for 1958. I'll be 
glad to hear from you. 


te 


Lamar, Missouri. Division Outboard Marine Corporation 
Johnsen 20) Evinrude Outboard Motors 
In Canada; LAWN-BOY, Peterborough, Ontario 


of. Bin... 


Sales Manager 
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‘ete is “The Andersons” 


It is a fabulous merchandising operation 
which buys from farmers as well as sells to 
farmers. “The Andersons” operate a truck 
terminal and giant grain elevators. They 
sell plow shares, farm implements, feed— 
and Polyethylene Pipe, among other things. 

This year, they expect to sell over 80,000 
feet of Polyethylene Pipe—made by Repub- 
lic Steel — from BAKELITE Polyethylene 
materials. 


This is a typical Anderson customer, a farmer 


Dairy farmers and folks who raise beef, poultry, cattle, hogs, for 150 miles around 
come to “The Andersons” to buy. They like Polyethylene Pipe. It’s become a big 
operation for “The Andersons”—they’ve “automated” its selling. 

Farmers like Polyethylene Pipe, explains W. M. Dellinger, Manager of the 
Anderson Farmer Corporation, because it’s so light and easy for them to handle. 
And because of its all-around flexibility, it’s simple to install, especially up and 
down hill, around sharp curves and corners, and in and out of ditches. The long 
continuous lengths eliminate many joints. Farmers just don’t have time to waste 


and they’ve found Polyethylene Pipe is a great time-saver. 


An ingenious rack measures pipe 


This rack measures pipe as it is dispensed 
in “The Andersons” warehouse. The pipe 
coils have been put on mandrels and 
mounted. Sales are made fast. 

“The Andersons” don’t have to take time 
to “sell” Polyethylene Pipe to their trade. 
Farmers everywhere know it offers an un- 
beatable combination of high quality and 
low cost. 





BAKELITE 


BRAND 


POLYETHYLENE 
Corporation 


BAKELITE COMPANY, Division of Union Carbide Corporation 
30 East 42nd Street, New York 17, N. Y. 


8-2011 The terms BAKELITE and UNION CARBIDE are registered trade-marks of UCC. 
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INDOOR OUTDOOR 

PUSH BROOM PUSH BROOM 

with 2-Piece with 2-Piece 

“Carry-Home” handle! “Carry-Home” handle! 

Bright new colors... ALL-IN-ONE package 

pink or yellow! saves space, makes 

Brushes and handles selling easier! 

in one easy-to-see, Tough, rugged broom 

easy-to-sell display! for outdoors. 

Reg. retail price $2.98 In brown or green! 

SPECIAL Hardware Reg. retail $2.98 

Week Price $939 SPECIAL Hardware 
Week Price $939 


\vme 


SPINNING- 
SUDSING 
CAR & HOME 
WASHER 


Spins, sudses, has all the 
features of brushes selling 
at much higher prices! 
Packed in colorful 
display shipper! 

Reg. retail price $6.95 
SPECIAL Hardware 
Week Price $498 











ALL YOUR BRUSHES FROM ONE DEPENDABLE SOURCE M@ EMPIRE BRUSHES, INC., PORT CHESTER, NEW YORK 
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Build sales with U-Brand 
metal insert fittings 


Extra long, extra sharp serrated surface 
insures lasting, leak-proof joints! 


Extra long, sharp serrated surface on all U-Brand metal insert fittings 


Hy 
Nandi 


insures greatest clamping security for maximum permanence in 
plastic pipe installations. Raised serrations are clean and sharp . . 
become firmly embedded in pipe walls. 

For utmost strength, U-Brand insert fittings are made by one-piece 
construction. Insert ends are precision machined to close tolerances. 
You get a snug fit, smooth clamping surface every time for fast, easy 


and secure installation. 
U-Brand metal insert fittings are available in brass and steel. There’s 


a shape and size for your every need. 
>=: 


For your added protection, each U-Brand fitting 
is individually inspected. U-Brand quality builds 
your reputation as well as profits. It pays to stock 


and sell U-Brand Pipe Fittings. 


A SINGLE SOURCE FOR ALL YOUR PIPE FITTING NEEDS 


Galvanized and Black U-Cote Malleable Iron Pipe Fittings— 
Unions— Plugs and Bushings—Cast Iron Drainage and Screwed 
Fittings—Steel Nipples and Couplings—Insert Fittings for 


Plastic Pipe. 


The 
Union Malleable 


Manufacturing Company 
Ashland, Ohio 
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sell this fence with = 
Pere) Sf aie) a feo 


MADE IN 
DIXIE f 


Your customers never take a chance on quality when you 
sell them Drxisteen Fence. And you never take a chance 
on selling an unknown product, because generations of Dixie 
farmers have trusted this Southern-made product. 

The quality of Drxistee Fence is controlled every step 
of the way—from the molten copper-bearing steel to the 
finished rolls ready for shipment. 

Drxisteet Fence is nationally advertised to help you 
sell more fence. And the colorful metal sign on each roll 
continues to help you sell after the fence is up. 

Stock, display and sell the fence that’s made right 
here in Dixie—well-made, well-known, well-liked DrxisteeL 
Fence—backed by one of the South’s oldest stee] producers. 


SELL THE FENCE THAT HAS ALL FIVE FEATURES! 
Rust-resistant copper-bearing steel 
Full-size wires, uniformly spaced 
Four-wrap, non-slip hinge joints 
Tension curves to allow for expansion 


Crack-proof hot-dip zinc galvanizing 


FEIED IMM TIM ATES MM ATLANTA, GEORGIA 
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“Moving into Greater Sales 


By Ross L. Holman 


OQ’ way to get rid of problems 
is to move off and leave them. 
That’s what the Belle Meade 
Hardware Co., Inc., Nashville, 
Tennessee, did. It moved out of a 
squeezed-in, piled-up situation 
into a larger store on a bigger lot 
with more elbow room and more 
customer appeal. With larger dis- 
play space and more room for 
more saleable items, the dollar 
volume during the first six months 
of last year jumped 25 percent. 
One interesting fact about this 
change of atmosphere is that the 
move was involuntary. Mr. and 
Mrs. C. A, Foster had been selling 
their hardware lines in the 
cramped-up old store building for 
16 years. They had become ad- 
justed to it. They didn’t realize 
how much improvement their sit- 
uation could stand until their 
landlord asked them to move. But 
fortunately for them the landlord 
offered to build and rent to them 
a substitute building somewhat 
back of the one to be vacated. The 
H. G. Hill Grocery Co., which 


owned the old store, took it over 
for an expansion of its growing 
trade. 

The Fosters had been such good 
tenants that Hill agreed to let 
them design the kind of new store 
they would like to have. So, on a 
wide gulch, somewhat to the rear 
of the old location but still facing 
the street, the bulldozers went to 
work. In the new structure that 
rose on the graded land, the Fos- 
ters have never had it so good. 

They believe their experience 


“yey : ‘ 


should be a fine example to other 
dealers who could build a substan- 
tially larger trade by creating 
more floor space in which to show 
off their merchandise to better 
advantage. 

The new building has approxi- 
mately 4,300 square feet of floor 
nearly twice that of the old 
store. Among other things, the 
present store is so well depart- 
mentized and line-classified a cus- 
tomer can walk in and, without 
help, spot the group display in 


space 


i) 


C. A. Foster helps an angler select a rod in front of the peg board display of 
fishing tackle, — Here everything is in full view of enthusiasts who drop in 
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is decked with islands of attrac- 
tive merchandise tactfully ar- 
ranged and rearranged from time 
to time for eye-appeal. One dis- 
play improvement that was impos- 
sible in the old location is peg 
boards. They line almost the full 
length of the right and left walls. 
The peg board not only saves room 
but supplies hook-on space for nu- 
merous small articles that show off 
to fine advantage in their wall- 
bedecking style. They grab the 
shopper’s eye as soon as he walks 
in and invite closer inspection. 

In one corner of the store, for 
example, is a peg board display 
of every kind of fishing lure, lines, 
reels, and like equipment to tanta- 
lize an angler’s heart. A circular 
floor stand holds the varied types 
of rods from which a selection can 

Pieeen tee tl ww a be made. Every other item of fish- 
Soha A Sinan ie ; ing equipment is tactfully exhibit- 
beet = =. 3 : : . ed. In the former store the fishing 
} Perse ri ; ; . fan had to know what he wanted 
’ when he came in, and then ask for 
it. The sales person dug it out of 
somewhere and, if successful, sold 
it to him. As it is now, the angler 
comes in, sees every possible item 
individually displayed and buys 
what he came after and other arti- 

cles that tickle his fancy. 
This kind of arrangement sells 
more volume and saves a whale of 

a lot of somebody’s time hunting 

up asked-for merchandise. 

(Continued on page 56) 


Displays are arranged for convenient shopping as is shown in the over-all view 
above. Easy accessibility of gift items and housewares boosts impulse buying 


which to find the item he wants. 
In the old store the merchandise of 
all the different lines had to be 
crowded together. Sometimes it 
was difficult for the sales person 
himself to locate what was want- 
ed. This acted as a drag on trade 
that wasn’t fully comprehended 
until the move was made into the 
more spacious quarters. 

“One beauty about it,” stated 
Earl Archey, a salesman who has 
been with Belle Meade Hardware 
for several years, “is that about 
half our sales are made on impulse 
buying. Many of our customers 
don’t really make up their minds 
to buy until they come in, browse 
around and see something they 
can use, or something they are re- 
minded of needing. Everything is 
so well classified in group displays 
the buyer can go to the display 
that appeals to him and see nu- 
merous articles of different sizes, 
qualities, and prices and pick out 
the one that meets his need.” With toys one of its fastest moving items, Belle Meade keeps abreast of current 

The entire 50- by 85-foot floor hits, such as model vehicle line. Customer here buys plane from Mrs. Foster 
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NTIL SOMEWHAT recently, one 

Arkansas small-town hard- 
ware retailer had the viewpoint 
of an ostrich, with head buried in 
the sand. 

This dealer knew that chain 
competitors in his town were 
stocking hardware items. He took 
it for granted they were getting 
much of the business that had 
been his. So he spent most of his 
time grumbling about chain com- 
petition and what it had done to 
his business. 

The truth is, as he eventually 
admitted, he had never once been 
inside the stores of his chain com- 
petitors. He did not know from 
personal observation what his 
competitors were doing. When he 
was induced to make personal in- 
spection of his chain competition, 
he was amazed at the weakness 
of that competition. And now he 
has his head out of the sand. 


Pessimism Unwarranted 


The story comes from Henry 
Russell, who is advertising and 
sales promotion manager for the 
Stebbins-Roberts Co., of Little 
Rock, paint manufacturers. Much 
of the product is sold to lumber 
yards, but there are also hardware 
-dealer customers. 

In his office, Russell was com- 
menting on the lack of aggressive- 
ness among some hardware retail- 
ers, and lumber dealers who also 
deal in hardware and paint. His 
belief is that a large number of 
such dealers are giving up too 
easily in the face of chain compe- 
tition they have not analyzed care- 
fully. Then Russell told his story. 

“Quite often, I make the rounds 
with first one salesman, then an- 


Just how serious is 


Your Chain Competition? 


Here's an account of one dealer whose eyes 
were opened when he learned the truth 


By Baron Creager 


Southwestern Editor 


other,” he explained, “and on one 
such trip with a salesman we went 
into a hardware store I will not 
identify. 

“The salesman had told me he 
expected no order there. He had 
followed this statement with a 
review of the characteristics of 
this business and the personality 
of the owner. This owner, he said, 
had surrendered without a strug- 
gle against chain competition, was 
somewhat soured on the mer- 
chandising world, and grumbled 
morosely about business condi- 
tions. 

“After our salesman introduced 
me and the conversation got under 
way, it soon became one-sided. As 
our salesman had predicted, the 
dealer launched into a pessimistic 
monologue on what chain compe- 
tition had done to his business 
and the adverse state of affairs 
generally. 

“T listened for about 15 minutes, 
until I couldn’t take it any more. 
Then I broke in and asked the 
dealer if he would give me just 10 
minutes of his time. He countered 
that he did not care to listen to 10 
minutes of high pressure sales talk 
on paint. I assured him I would 
not mention my product, that all 
I wanted was 10 minutes of his 
time. 

“Finally, he agreed. I stood up 
and asked him to come with me, 
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explaining that we would take a 
little walk. He went somewhat re- 
luctantly, but he went, and I led 
him across the intersection to a 
member of a grocery chain that is 
one of the most active in Arkansas 
“We went in and walked around 
in this establishment of his com- 
It was neat and clean and 
inviting. There was a small stock 
of hardware available for cus- 
tomer selection, but it was not a 
hardware stock of a character to 
frighten a hardware dealer. 


petitor 


Impressed by Methods 


“After a few minutes we left 
this store. In there, it hadn’t been 
necessary for me to say much, Nor 
had the hardware dealer said 
much. I observed that his eyes 
and his mind were both busy and 
that he was impressed, with both 
the methods of merchandising and 
the deficiency of items competitive 
to his business.” 

Russell said that, on leaving the 
chain grocery store, he. asked the 
hardware dealer how often he had 
visited that store before. Where- 
upon the hardware man admitted 
he had never before been inside 
that chain grocery. Russell con- 
tinued: 

“Leaving the grocery store, I led 
the way across the street to a 

(Continued on page 58) 
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Recognizing the value of its “old” 
established reputation, Heard's be- 
gan its efforts for "new" business 


By Samuel Hyatt 


gixce LAUNCHING their moderni- 
zation program in 1951, Gordon 
H. Heard and his father, Emin 
Heard, owners and manager of 
Heard’s Hardware in Bowie, 
Texas, have recorded a business 
increase of over 150 percent. “And 
it is entirely due to our continued 
modernization efforts,” Gordon 
Heard stated. 

The Heards have followed and 
are following a number of steps in 
the “upgrading” process. Peg 
board display sections are being 
used throughout the store. The 


Island units were added and greatly enhance the display of 
housewares, small electrical appliances, and giftware items 
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Gordon Heard, in partnership with his father, looks over blue- 
prints of additional construction work planned by the store 


150 Percent Gain in Sales 


floor was covered with rubber 
tile; fluorescent fixtures were 
added for effective lighting; four 
island units were installed; and 
plate glass replaced the old-type 
enclosed front windows. In the 
fall of 1951 an appliance line was 
added and one-third of the entire 
sales area is devoted to its display. 
A saleswoman was employed to 
handle housewares and small elec- 
trical appliances. A greatly in- 
creased advertising budget in- 
cludes more newspaper space and 
the use of direct mail. Also, a com- 


plete plumbing repair service was 
set up and a full time plumber 
made available to the trade. 

The father and son team went to 
work in 1951 when they took over 
the business from other family 
members. These partners were 
proud of the fact that their loca- 
tion at 1 North Main Street repre- 
sents Bowie’s oldest hardware 
store with uninterrupted opera- 
tion since its establishment in 
1894. But the partners quickly 
realized the store layout and fix- 
tures were inadequate to meet 


Island displays also feature toys. Note steps in the rear 
which lead to mezzanine — the latest modernization project 
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One-third of the entire sales area is devoted to display of 
appliances. Note rubber tile floor and effective lighting 


A saleswoman was employed to handie housewares and small 
electrical appliances. Displays attract much impulse buying 


with Up-to-Date’ Planning 


modern trends in shopping. 

Gordon Heard states, “We had 
left over from the early history of 
the store drawers containing stock 
and the enclosed type of fixtures 
throughout. This made it difficult 
to get everything down in front of 
the customer and was impractical 
in keeping an efficient inventory 
control.” 

Fixtures now extend along the 
south wall of the display area. 
These fixtures are of the tiered 
display type with peg board back- 
ing. The island units contain ad- 
justable shelves underneath and 
are easily adaptable to various 
types of articles. 

The Heards have a good word to 
say for the flexibility of moderniz- 
ing an old-type of hardware store. 
And it can be done at a reasonable 
cost. “As an example,” Gordon 
Heard points out, “in laying the 
rubber tile in our store, we han- 
dled it with our regular staff. Cus- 
tomers cooperated fully. We had 
the paste spread in the center of 
the store and when a customer 
came in, we would say, ‘We will 
wait on you in just a minute.’ The 
response was quick and friendly. 
We thus were able to keep costs 
down to a minimum and without 
any loss of trade.” 

Modernization at Heard’s Hard- 
ware has been a pleasant and prof- 
itable experience. An example is 
the open display of tools. Custom- 
ers select the items desired, note 
the prices on the items, pay for 
them, and walk out. 


Impulsive buying definitely 
one of the advantages of the new 
setup, Gordon Heard emphasized 
The merchandise has its own eye 
appeal and usually a shopper will 
buy several items. He sees an open 
display and goes over to it 

A common occurrence at this 
North Texas store is a customer 
asking permission to browse and 


then buying all types of hardware 
items—from a shotgun on up, as 
Gordon Heard puts it 

A visual inventory now can be 
taken, instead of the old drawer 
pull-out method, and in a few 
minutes the personnel knows ex- 
actly what stock is needed. Inven- 
tory is very easy to maintain un- 


(Continued on page 59) 


Hand tools are stocked in abundance along the wall. The Heards find the pre- 
packaging of items such as hinges, cabinet hardware, etc., particularly helpful 
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Dp YOU WANT added profits in a 
steady, year-’round flow? Then 
take a good, hard look at your 
housewares displays. Is there an 
adequate stock covering all types 
of products in this line? Are your 
displays neat and orderly and 
glistening with sales appeal? 

If you can look with pardonable 
self-satisfaction on what you see, 
then your sales on this line prob- 
ably are much to be envied. But 
if the view is not particularly 
pleasing to you, then remember 
that your customers view these 
displays no more favorably than 
you do. The probable result is that 
your housewares sales are suffer- 
ing from the malady of inattention. 

The remedy is neither costly nor 
difficult. It requires only the en- 
ergy needed to put displays in 
orderly shape and out into the 
open where these bright and color- 
ful products can catch the eyes of 
customers. And sufficient thought 
must be given to what customers 
are buying and want. 

The prospects for added profits 
are excellent because few lines in 
the hardware store offer a better 
opportunity for a high rate of turn- 
over. 

Turnover is dependent upon such 
things as attractive display, time- 
ly promotion and advertising, and 
most important of all, complete 
selection. Give your customers a 
wide variety of housewares and 
the repeat business that leads to 
high turnover will be assured. 

The setting up of a full-fledged 
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This Business of 


department for the line need pose 
no great problem, and the proper 
departmentization of the line adds 
just that much more to the sales 
attractiveness of these products. 

For example, there might well be 
separate displays for glass- and 
oven-ware, plastic and rubber 
goods, the various types of metal 
uten. i's, portable appliances and 
a special area for the endless array 
of kitchen gadgets that build re- 
peat sales. 

The market for these products 


is too important to overlook and 
it will continue to expand. High 
level incomes today permit the 
average customer to have his kit- 
chen equipped with all the items 
which eliminate drudgery and 
make the kitchen a bright and 
cheery spot. 

Retailers who capitalize on this 
market will, very simply, be those 
who do something to attract the 
buyers of these products. 

Naturally, special promotional 
efforts will pay off at Christmas 
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Selling Housewares 


time and during other special times 
of the year, but there is actually 
no end to the sales season. 

In view of the manner in which 
Southerners are taking advantage 
of their climate for months of out- 
door living, there is a long sales 
season for barbecue grills, acces- 
sories, and other patio supplies, not 
to mention the variety of picnic 
items, 

In all, this is a line that yields 
year-’round profits and its value 
as a traffic-builder is unbeatable. 
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Attract the ladies and... 
Housewares Sales Go Up! 


Attractive display of popular-priced 
dishes, maintained for street win- 
dow use, is a year-round seller 


WO YEARS ago when the Mem- 

phis, Tennessee, hardware firm 
of Chas. H. Church & Sons decided 
to expand and modernize, one of 
the principal reasons was a desire 
to stimulate housewares sales and 
attract more women customers. 

The 35-year-old store, a “fix- 
ture” at McLemore and South 
Third, a busy shopping area, had 
little real neighborhood competi- 
tion in the field of conventional 
hardware, plumbing supplies and 
builders hardware. But nearby 
variety, grocery and drug stores 
admittedly were making it tough 
on housewares sales for Charles H. 
Church and his sons, Charles S. 
Church and Lloyd Church. 

To meet this competition and to 
attract more women into their 
store, the Church family decided 
to dress up the housewares depart- 
ment by giving it strong eye ap- 
peal and by expanding the lines. 

Now, after two years, how well 
have the Church hopes been real- 
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A modernized store with increased space devoted to housewares has increased 
store traffic considerably. The eye-catching peg board wall display is an im- 
portant addition. At left is Charles S. Church, one of two sons in the business 


ized? Has the expense been justi- 
fied? A two-year period can be 
considered a fair time test. 

A sharply increased sales vol- 
ume in housewares and much 
greater store traffic are the con- 
crete results. It didn’t take the 
Church family two years to note 
the improvement, either. They 
knew within weeks they had 
found the right formula. 

What the Church family has 
done, other hardware dealers can 
do. They can do it if they aren’t 
willing to watch sidewalk traffic 
pass down the street to the com- 
peting variety, grocery and drug 
stores. But complaining won’t do 
it—nobody buys merely to help a 
complaining dealer. 

Let’s take a closer look at the 
Church housewares department 
and see exactly what is pulling the 
women customers into the store in 
increasing numbers these days. 

“It requires good displays to at- 
tract women,” Charles S. Church 


observes. “We are convinced of 
that. Unless you spend some time 
with your displays, change the ar- 
rangements frequently and keep 
the merchandise neat and dusted, 
you aren’t going to do much 
selling. 

“You also have to make it easy 
for women to examine and select 
merchandise. 

“We use many 
shopping ideas to make it easier 
for customers. Women like to 
browse in a housewares depart- 
ment. With the expansion more 
than doubling our floor space, is- 
land displays were spaced far 
enough apart to permit heavy traf- 
fic, yet allow easy self-service. 

“We keep five island displays of 
housewares in addition to window 
arrangements and a large peg 
board wall display. The wall dis- 
play is our most effective medium. 
It’s unusual and close enough to a 
front window to stop sidewalk 
traffic. 


serve-yourself 
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Orderly displays, frequently changed, 
with ample space for self-service are 


keys to increased volume on this line 


By Richard Lane 





Although in semi-retirement, Founder Charles H. Church, center, can still take 
pride in his impressive housewares department as he can in his two sons, 
Lloyd Church, left, and Charles S$. Church who are active in the business Kitchen items ond accessories have 

well 
below 


“Since our expansion, we no 
longer have a floor space problem, 
but for dealers who have limited 
space and are interested in in- 
creasing their housewares sales, I 
strongly recommend an eye-catch- 
ing wall display and use of a peg 
board rather than old-fashioned 
shelves. 

“The peg board is easier to put 
up and easier to keep clean. It also 
permits more flexibility in arrang- 
ing displays. It’s great for stimu- 
lating impulse buying since it is 
nigh impossible for a woman to 
enter the store without having her 
attention pulled to the display. 

“We use the peg board display 
mainly for the more attractive 
pieces of aluminum ware and for 
small kitchen appliances. 

“We have switched emphasis 
from many small appliances since 
the advent of trading stamp com- 
panies. We still handle toasters, 
percolators, waffle irons, mixers, 

(Continued on page 61) 













their own special display as 
es cast iron ware shown 





This entire island display is devoted to such products as flower pots, vases, 
ornaments, and cookie jars. One entire island also is devoted to the small 
kitchen items such as beaters, knives, can openers, and similar products for 


which there is a good replacement market 
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J. A. Laramey, store's founder, left, and 
John F. Sammons are full partners. 
Partner T. A. Laramey is not shown 


N A CITY of 35,000 population, 

Temple Hardware of Temple, 
Texas, does a $90,000 volume an- 
nually in housewares alone. 

Sixty percent of the principal 
retail sales and display area, or 
3,000 of 5,000 square feet avail- 


The view directly above is across the 
50 by 100 foot sales floor, 60% oc- 
cupied by housewares, which pro- 
duce an annual volume of $90,000 


On entering the store the customer's 
path is blocked by this display, featur- 
ing much brass. This divides traffic, 
housewares to right, hardware to left 


$90,000 Annually 


from Housewares 


By Baron Creager 
Southwestern Editor 


able, is devoted to housewares — 
and some gift lines — for which 
management supplies these rea- 
sons: 

Housewares are proven profit 
makers, produce faster turn-over, 
have demonstrated superiority 


over old-line merchandise, are 
easier to handle and—most house- 
wares manufacturers prepay 
transportation charges. 

Furthermore, housewares are 
not so competitive with drug store 
and supermarket items and are 
practically untouched by discount 
houses. The discount house pre- 
fers to handle one-in-a-package 
items. 

One housewares line delivers a 
seven-time turnover for Temple 
Hardware. Practically all other 
housewares lines rate a 3%4-time 
turnover. 

All these advantages in house- 
wares for a hardware retailer hold 
true “unless you just happen to 
buy a line that dies on you,” ac- 
cording to John F. Sammons, one 
of three partners. 
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Temple Hardware was launched 
by J. A. Laramey in the wake of 
the depression that struck in 1933, 
and the third partner is T. A. La- 
ramey. Complete remodeling was 
completed in 1954 with all new 
fixtures. At that time the store 
expanded by adding another 5,000 
square feet for appliances and 
heating. But housewares and light 
hardware continue to occupy front 
position in what has been the prin- 
cipal sales and display space since 
the business began. 

Founder Laramey comments 
that many years were required for 
him to build a satisfactory house- 
wares stock. 

“It isn’t something you can de- 
cide to do and then accomplish im- 
mediately, like ordering paint,” he 
pointed out. 

“You have to devote some time 
and thought to the department, 
carefully pick out what you want 
to sell, experiment with one item 
and then another, discard here and 
substitute there. It isn’t a simple 
matter to build a housewares 
stock. 

“If an item is manufactured 
from the right material, it is gen- 
erally safe to try it out at least 
once. But by trying it out, I do not 
mean to try it on the scale of two 
or three gross. One should be alert 
for some items offered as house- 
wares because they are very low 
quality and downgrade the entire 
display. 

“Something else important in 
housewares is the necessity of 
keeping up with the times, to use 
a well-worn expression. It is folly 
to assume at any point that a 
housewares department is com- 
plete and modern, that you will go 
along with the lines you have and 
make no changes. For change and 
advance in housewares is rapid 
and constant. You don’t dare coast. 

“When I started building a 
housewares department, . $5,000 
would get me a lot of housewares, 
although $5,000 worth even then 
was only a beginning toward a 
housewares department. Now, for 
$5,000, you can put all the house- 
wares you get in one pick-up 
truck.” 

Sammons echoes those senti- 
ments, and adds some of his own. 

“If you are in the housewares 


Mrs. J. A. Laramey, wife of founder, and 
curiosity display which occupies top 
position in front window. Mrs. Laramey 
buys these expensive items and ar- 
ranges display. By actual count, greet- 
ing card department brings 75 to 125 
people into store each day 
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business, you must have an open 
mind,” he emphasized. 

“You cannot let prejudice influ- 
ence the selection of merchandise. 
In the case of a new item, it must 
be remembered that the manufac- 
turer has spent much time and 
money developing that item. So a 
dealer is not taking a long chance 
in trying out today’s new item, 
even if some don’t sell so well. 

“Housewares items must stand 
on their own feet in respect to 
price. Even though we stock du- 
plicate items in some lines, this 
does not mean they are duplicated 
in price, too.” 

Wholesalers and their salesmen 
wish there were more retail stores 
like Temple Hardware, especially 
in the matter of replenishing 
housewares stocks. This progres- 

(Continued on page 62) 








No Romance in Hardware? 


Joun F. Sammons, a native of 
Georgia, finished his education 
at the University of Georgia, 
where he specialized in corpora- 
tion law. Soon after college the 
U. S. Army made him a lieuten- 
ant and sent him to Texas 

At Camp Hood, near Temple, 
Sammons’ commanding officer 
assigned him the job of buying 
items for the recreation room 

In search of such needs, 
Sammons wandered into Temple 
Hardware, became acquainted 
with the founder, J. A. Laramey, 
and later met Laramey’s daugh- 
ter, whom he courted and mar- 
ried 

Sammons then chose Texas 
for his home and abandoned 
corporation law for a full part- 
nership in Temple Hardware 
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Sales Gain Every Year... 
in Housewares 


Owner W. G. Strosnider, in top picture, serves a cus- 
tomer in his housewares department where sales have 
the past five years 


increased every year for 


mane is the leading vol- 
ume line at Strosnider’s Hard- 
ware in Bethesda, Md. In the first 
six months of 1957, sales in this 
line increased 35% with the up- 
ward climb continuing in the 
year’s last half. Each year for the 
last five this department has 
shown a sizable sales gain. 

What has made housewares the 
successful department it is, com- 
prising 40% of the store’s 5,000 
square feet throughout the year, 
and 60% at Christmas with gift 
housewares? It is a profitable de- 
partment, stimulating much im- 
pulse buying and having a benefi- 
cial effect on all departments in 


the store. Owner W. G. Strosnider 


gave his explanation of its year- 
round booming business. 

‘Mass displays that are colorful, 
eye-catching, and in wide variety 
are a top requirement. It helps to 
display housewares near the store 
entrance with 90% of the stock in 
view,” he said, indicating the im- 
portance of buying in depth. Mass 
displays of stock, diversified in 
color, type, size and price help sell 
more housewares. Too many deal- 
ers try to do with one or two of an 
item. The result is too many lost 
sales. 

“Locate your mass displays of 


housewares in 
the front of the 
store. Many 
dealers may 
disagree with 
me because I 
put less im- 
portant mer- 
chandise to- 
ward the rear, 
but we put fast 
turnover items 
such as waste- 
baskets and 
cooking uten- 
sils in front. 

“Putting kit- 
chen items in front, in the public 
eye, results in volume buying. In 
the back we put cleaning supplies, 
miscellaneous household items 
such as curtain and drapery hard- 
ware, thermos bottles, glassware 
and laundry supplies. When people 
want these items, they will go and 
get them, no matter where they 
are located. Put your major items, 
the eye-appealing ones, in the 
spotlight.” 

He stressed the sales appeal of 
mass displays, the greater attrac- 
tiveness that invites selection. 

“Wide choice is very important, 
even on a simple item like a 
saucepan. We have the rolled edge 
and straight edge variety. Some 
are seamed, some not, and all are 
in open view. The customer likes 
to select the very pot she wants, 
even if it is at the bottom of the 
heap. Our personnel wait on cus- 
tomers and we do not hesitate to 
disturb a display to accommodate 
a customer’s preference,” explain- 
ed Strosnider who uses one side 


Mass display, right, has proved to 
be an effective merchandising tech- 
nique. TV tray being shown by Stro- 
snider is one of many specialty items 
that build department sales appeal 


of the store for housewares be- 
cause store design has determined 
this to be the best layout. 

Strosnider stressed the import- 
ance of a diversified line contain- 
ing products in enamel, stainless 
steel, aluminum, rubber and plas- 
tics, and he emphasized also the 
importance of having two price 
lines, giving the customer the 
choice of top-quality items or less 
expensive ones 

“When I say that housewares is 
my top department, I mean that it 
accounts for my biggest volume 
throughout the year. It is not a 

(Continued on page 64) 





“These days, it's the masculine cooks who best respond to housewares displays” 


Housewares Promotion 


By S. W. Ellis 


He TO BUILD more volume— 
and keep it steadily growing 
—is a problem eventually facing 
many established hardware stores, 
operating for the past generation 
or two in small Southern towns. 

Two years ago, the C. T. Rober- 
son Hardware Co. of Batesville, 
Arkansas, faced just such problem 
squarely. And Owner C. T. Rober- 
son found a solution in promotion 
of housewares. 

Until then, Roberson had op- 
erated his store mainly for men 
customers. No dealer elsewhere in 
the vicinity could boast about a 
larger stock of bolts and nuts, 
chain saws and chains, craftsmen’s 
tools, sporting goods, and plumbing 
supplies. Window displays were 
for men. Store fixtures may have 
been a little old-fashioned, but men 
customers did not notice. Few 
women came in to buy, and even 
fewer dropped in to look around. 

“Let’s step-up our buying of 
housewares,” Roberson instructed 


... With a masculine appeal 





Buyer Charles Bickers of C. T. Roberson Hardware Co., Batesville, Ark., quessed 
right when he reasoned that men buying sporting goods for themselves were just 
as apt to buy kitchen appliances simultaneously. Below, a fisherman, at left, 
boasts of kitchen prowess by buying sale-priced electric mixer for personal use 
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By dressing-up its housewares depart- 
ment, Roberson's now has regular 
women patrons who formerly avoided 


what was previously a “strictly men's 
store. Newspaper promotion of a de- 
tachable electric cord for multiple ap- 
pliances brings in the lady customer, 
above, who needs little sales talk 


Charles Bickers, who did most of 
the buying for the store. “We'll add 
some new lines for women and 
dress up the front of the store with 
new fixtures. And keep the ladies 
in mind when you write the ad- 
vertisements and dress the win- 
dows.” 

The results of this calculated 
housewares promotion turned out 
to be rather spectacular. Both 
women and men responded to dis- 
plays of new housewares and to 
advertising that awakened their 
interest. Buyer Bickers grows en- 
thusiastic when he relates his story 
of fast success with a simple idea. 

Commented Bickers: 

“We used to call this a men’s 
store, and all the time we were 
overlooking the fact that men 
these days, as never before, are 
personally interested in operating 
the home. They like to cook, and 
take special pride in a barbecue 
corner in the patio or in the back 
yard. 

“When we planned to increase 
our volume by promoting house- 
wares,” Bickers continued, “we 
had an idea that men, as well as 
women, would want new electric 
appliances to make cooking and 
housework more attractive. We felt 
that the man buying sporting goods 
for himself would also buy things 
for the kitchen. Our guess was 
right. Why, only yesterday, we 
sold three electric mixers to men. 
One customer admitted that he 
was really buying the little port- 
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able mixer for his own private use 
in the kitchen. The other two were 
buying gifts for their wives.” 
Electric mixers respond so well 
to promotion here that they are 
displayed in several places among 
housewares, as well as near sport- 
ing goods. This is a great hunting 
region, and the sporting goods de- 
partment at the front of the store 
draws scores of customers prac- 
tically every week of the year. 
Sportsmen, Bickers points out, 
nearly always like to cook. They 
are proud of their skill, and like to 
display their facility with cooking 
utensils. The man who catches fish 


or shoots squirrel and deer is an 
easy prospect for an electric frying 
pan, an automatic percolator, and 
other kitchen tools, not to men- 
tion colorful serving dishes. 

The housewares department, re- 
modeled and modernized with at- 
tractive fixtures, is now an ex- 
tensive part of the store front, pur- 
posefully encroaching into the 
sporting goods section. 

To illustrate, when deer season 
started in November, barbecue 
equipment — including all acces- 
sories, which had become a little 
out-of-season—was again brought 

(Continued on page 66) 


Roberson Hardware's new housewares display, above, is designed to encourage im- 
pulse buying among both men and women. All customers are routed through the 
section, where miniature signs are psychologically placed to snag potential buyers 


The above salesman points out electric mixer and barbecue stand specials to a 
local hunter, renowned in the vicinity as an enthusiastic cook, both in camp 
and at home. Firm housewares volume now outranks its sporting goods sales 
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Set up an American Chain Section 
AND WATCH YOUR CHAIN SALES GROW! 


Here’s a simple, practical way to increase your 
chain sales and profits: 


(1) Specialize on American chain - American is the 
best-known chain line—Aacco is the brand name every- 
body knows. Your customers will readily accept chain 
items bearing the acco identification. They know that 
Acco branded products are made by a large, established 
firm with an unsurpassed reputation for integrity, 
quality and value. 


(2) Set up an American Chain Section in your store 
Keep a full stock of attractively-packaged American 
Chain items displayed on shelves. These brightly- 
colored packages are instantly identified—they make 
it easy for customers to select what they want. Also, 
place an acco Chain Salesmaker in a prominent loca- 
tion where customers can see and feel the chain. Show 
ACCO-PAILS of Proof Coil and BBB chain, each pail 
plainly labeled and identified. And display an acco 
Dog-Chain Assortment, too. .. . A neat, well-stocked 
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American Chain Section will mark your store as “‘chain 
headquarters” in your community. 

(3) Deal with our American Chain Distributor 

He was appointed on the basis of integrity, a reputation 
for responsibility—and the ability to give you at all 
times the very finest and fastest chain service. 

Tying up with the leading chain manufacturer and 
the leading chain distributor will go a long way toward 
building and maintaining your name as your commu- 
nity’s leading chain dealer! 

For additional information, write us at York, Pa., 
for interesting booklet, ‘‘Finger Tip Facts About Chain.”’ 
It’s loaded with selling points, yet it’s brief! 


American Chain Division 


AMERICAN CHAIN & CABLE 


Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 





Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, 
*Houston, *Los Angeles, New York, Philadelphia, Pittsburgh, 


* indicates Warehouse Stocks *Portiand, Ore., *San Francisco 


For more information use Handy Return Card, Page 73 





New emerald sparkle 
puts more sell in 


Both styles available 
in full range of sizes 


Gleaming, jewel-like high gloss finishes 
catch the eye. Lightweight, easy-to- 
handle. All Biltrite Vinyl Garden Hose For your many customers who demand 
are so durable they are unconditionally the special qualities of rubber .. . 
guaranteed, Far exceed standards of 
the Society of the Plastics Industry, BILTRITE RUBBER HOSE 
Inc. and bear this seal issued by the Extremely durable live rubber, reinforced 
U.S. Dept. of Commerce. All couplings with high tensile cord. Full range of 
full-flow solid brass. Bright, Poe 

multi-colored packaging makes selling 
easier, too. 





The BIG seller that makes watering easier! 


You get these extra advantages BILTRITE TRIPLE-TUBE 
@ POWERFUL MERCHANDISING HELP including free FLEXIBLE SPRINKLERS 


ed mats and window streamers. Merchandising Fi t lit - . id 
‘ n . 

displays and self-service racks available. — oe on — 
gentle spray, always lies flat, re- 
@ SPEEDY DELIVERY to distributors from strategically versible for soaking Nickel-plated 


located warehouses. 





solid brass fittings. 


AMERICAN BILTRITE RUBBER COMPANY 
CHELSEA 50, MASS. 


For more information use Handy Return Card, Page 73, SOUTHERN HARDWARE for February, 1958 





Here Come the Brides 


to this store which specializes in 


sales of housewares to the future brides. 
Result: a four and a half time stock turn 


By Ruel McDaniel 


- eowarary to brides-to-be with 
special table settings to sell 
more china and silver is commonly 
used by all types of stores stock- 
ing these items, including house- 
furnishing departments of hard- 
ware stores. 

In Houston, the Southland Hard- 
ware Co. uses the same basic idea 
with outstanding success to sell 
pots and pans and other routine 
kitchenware. 

During the first 10 months of 
1957, as an example of how suc- 
cessfully this program operates 
for Southland, the store registered 
and sold housefurnishings lists for 
134 brides. 

The average bride registration 


produced the 
sale of 25 pack- 
ages from the 
house furnish - 
ings depart- 
ment. Seldom 
was any of these 
25 items priced 
lower than $4. 
Some went for 
as much as $50 
each. At a mod- 
est estimate of 
$200 per bride, 
this adds up to 
a real boost to 
the house furn- 
ishings depart- 
ment. 

Chester Gos- 
nell, owner of 
Southland, has 
formulated a 


—— 


‘ 

. reer 
= ai © 
In the picture at top a mother of a 
bride-to-be registers her daughter's 
name in store's Bride Book, which 
will contain a list of presents bride 
has received. As a result of this 
service housewares stock turns 4'/2 
times annually. Owner Chester Gosnell 
looks over display of ovenware—one 
of department's fastest selling items 


specific routine fol promoting 
this type of bride business. He ad- 
vertises to brides and their moth- 
ers featuring housefurnishings 
that every bride will need. He in- 
vites them to come to the store, 
register and select their “color” 
from a variety offered. By color, 
the company means the shade of 
the ribbon to be used in tying the 
wrapped packages for the specific 
bride 

Assume that a bride and her 

(Continued on page 67) 
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Equipped with skates, order pickers now can cover easier and quicker the 80,000 
square feet in Amarillo Hardware Co.'s warehouse facilities 


Amarillo Hardware Co. Puts 
Warehouse Workers on Wheels 


ORDER PICKING on roller skates 
is easier on the order pickers and 
speeds up the movement of mer- 
chandise, according to the experi- 
ence of the Amarillo Hardware Co., 
West Texas wholesaler, as reported 
by G. C. Ratcliff, vice-president 
and sales manager. 

A dozen men were put aboard 
roller skates last summer at Ama- 
rillo Hardware and the experiment 
was conducted without benefit of 
publicity until late last year, when 
it was pronounced a success. 

At that time Marvin Jones, 
warehouse superintendent, report- 
ed that order pickers have “some 
80,000 square feet to cover and we 
thought perhaps roller skating 
might be a quicker and easier way 
to cover the concrete.” 

Jones also reported that there 
had not been a serious fall or in- 
jury to personnel, nor serious dam- 
age to merchandise. 

One of the skating order pickers, 
Don Dennis, commented that “skat- 
ing is quicker than walking, not 
nearly as tiring nor as hard on the 
feet and shoes.” 

James G. Taylor explained that 
“vou can carry just as much on 
skates as you can while walking 
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and get it where you want it 
quicker.” 

Of course, there were a number 
of falls at the outset. None of those 
put on skates had used the rollers 
since they were very young and 
one had never before skated. 

Skating order pickers explain 
that after they had a few harsh 
contacts with the concrete floor, 
they exercised more care about 
watching where they were going 
and what they were doing. There 
is still an occasional fall because 
of a stray nail, splinter or other ob- 
struction. 

Each order picker is his own re- 
pair and maintenance man, Skates 
require daily oiling and inspec- 
tion, since ball bearing races give 
out rapidly, although skate frames 
stand up well. 

Vice-President Ratcliff had not 
reduced the experience to a formu- 
la that would indicate economy 
realized by the use of roller-skat- 
ing order pickers. He and others 
were satisfied it was an improve- 
ment over order picking the old 
way and the company was consid- 
ering adding more men to the skat- 
ing brigade. 

Warehouse Superintendent Jones 


is quoted as saying the idea came 
from reports of an Eastern whole- 
saler putting order pickers on 
skates. 

Another means of locomotion for 
order pickers had already been 
tried by a Southwestern wholesal- 
er. At one time Corpus Christi 
Hardware, in Corpus Christi, 
Texas, had some order pickers 
dashing through long aisles on bi- 
cycles. There was a constant ring- 
ing of warning bells as the riders 
pedaled about their business. 

Last reports were that the bi- 
cycles had been abandoned there. 
* 

Holley and Mullins Form 


Manufacturers’ Agency 


CLtypE HoLuey, for 22 years a 
sales representative of the Atkins 
Saw Division, Borg-Warner Corp., 
resigned as of January 1 and has 
gone into partnership with John 
Henry Mullins as manufacturers’ 
agents. 

The firm will be known as 
Mullins-Holley and Co., with 
offices and show rooms in the 
Merchandise Mart, Dallas. 

Holley is currently president of 
the Texas Hardware Boosters club. 
He traveled the Midwest before 
moving into Texas and taking over 
the four-state Southwestern terri- 
tory for Atkins in 1940. 


Taking time out to oil his skates, 

this warehouseman finds that skating 

is quicker than walking and not 
nearly as tiring 
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EDUCED PRICES 


POPULAR TOOLS AT R 


Cash 
Week 
with 


Ramo heigtale Mn t-tgeh.s- ta) 
April 24 to May 3 
idal- me sele-1-Mialelad-)-) aa 7-ilel-)-) 
ever offered by True Temper 


BM al-)\mimeel-mal-tdlelal-liha- leh a-le. 


No. B16 


Giz: rock an 
Pin tet © meta 





“JET ROCKET” NAIL HAMMER 


oO s the famous True 


$4.25 


ele: -pilets- Mihi -héleel- Me lel-lel- ime eell.| 


Ternper JE ROCKET that retails regularly for 


i lors lalele: @haelelell. testa.) eelale) 2 ia 3) i @iaal. tel -) 


Head can't elt tal r mm grip soaks up 


sh oo wont s 


16-oz. head Packed 6 carton Dealer cost, $2.48 ea 


price for 
Week 


J eloleir: || 


Hardware 


RETAIL 
reg. $3.95 


ola ia’! Me leslel- iat Maslel ti 


One 


felejel©il. (amt tall: te Mieldle le—ilels 


extra-high-volume sales 


during Hardware Week 


Finest utiery stee! biades 


Lower blade serrated, with” 


notch Adjustable 


nd bolt won't 


re-nardened 


al-tarell.s. | 
Packed 6 in carton 


st, $2.39 ea 


HARDWARE WEEK 


lati -lem-telemi-)- tae la-le Mel elelialqiel i 
sale material. They're stand- 
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Special price for 
Hardware Week 


RETAIL 
reg. $4.25 


Special price for 
Hardware Week 


& y 
{ X 
RETAIL 
reg. $2.25 


Y 


Fast-selling “Oynacut" is a 


powerful anvil-type pruner 
with coll spring for smooth 
| Tohdiolatm SesLel A200]! Miallalel 
nut and boit won't loosen 
el taleh ae tilel_2o-leidielslbdalSiaals) 
fol. \ ola ME @lelaglle!\c leo Mice]oMal. ta 
die for better grip 
Packed 6 in carton 


Deater cost, $1.34 ea 


These special offerings will be withdrawn after Hardware Week 


~ 


—) 


y 
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Ee Aver e- ‘ 


for feadership . , 
> CEA 7 


For more information use Handy Return Card, Page 73 
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CATALOGS & BULLETINS 


Water Skis. The Hydro-F lite line of 
water skis, aquaplanes, and acces- 
sories is presented in catalog No. 13. 
The catalog is in color, with the ski- 
ing equipment pictured and fully de- 
scribed. Hedlund Manufacturing Co., 
Nokomis, I]. 

Write in No. Al on card, pg. 73 


Outboard Motors. Large counter 
pieces, envelope stuffers, specifica- 
tion sheets, accessory brochures, and 
price sheets describing the entire line 
of Buccaneer Outboard Motors are 
made available by the company. Gale 
Products, Dept. 517A, Galesburg, ff). 

Write in No. A2 on card, pg. 73 


Fishing Tackle. A colorful, 28-page 
trade catalog shows the company’s 
complete line of tackle, accessories, 
and gift assortments available for the 
1958 season. Featurec on the front 
cover is the Master-Grip SpinCast 
Rod handle. The cover also calls at- 
tention to four spinning reels in a 
compact design; 13 new SpinCast 
Rods with two-piece tips in both hol- 
low and solid glass; and the addi- 
tion of two new SpinCast Reels, in- 
cluding the large capacity No. 88. 
Among other items highlighted in the 
new line is the Shet-Master split shot 
applicator with Redi-Shot cartridges 
available in gift style packages with 
twinrack counter displays. South 
Bend Tackle Co., Inc., 1108 South 
High St., South Bend 23, Ind. 

Write in No. A3 on card, pg. 73 


Time Payment Plan. A folder is 
available to all interested dealers, de- 
scribing the complete new Foley Fu- 
turamic line of power mowers and 
the free home trial plan. The plan 
allows the customer to try a Foley 
mower for 14 days with the privilege 
of return with no obligation to the 
customer. A folder also is available 
to describe its Mow Now—Pay Laier 
time payment plan. The company 
points out that the plan is simple in 
operation, has no recourse, and the 
dealer receives prompt and full pay- 
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ment for each time payment Foley 
mower sale he makes. Foley Manu- 
facturing Co., 3300 5th St., N. E., 
Minneapolis 18, Minn. 

Write in No. A4 on card, pg. 73 


Fishing Equipment. Weber’s 1958 
Supplement No. 33B, applying to Cat- 
log No. 33, contains 77 new items. 
All are indexed on the cover ior 
quick reference, The supplement fea- 
tures a number of new Dylite plas- 
tic fly-rod poppers and assortments. 
The Dylite spinning mouse and frog 
are two additional lures molded cf 
this plastic material. Whirl-Arom is 
one of the new spinning and casting 
lures. The complete series of Weber 
plastic crawlers, worms, rigs, etc., 
are listed also. Especially featured are 
Mustad ringed hook display rack as- 
sortments containing plastic boxes of 
assorted or straight sizes. Many rack 
assortments display other types of 
treble and single loose hooks, snap- 
swivels and divided wing, dry and wet 
flies. Gerlon imported German nylon 
spinning line and leaders are other 
new items. Weber’s free Moviegram 
fly casting instruction folders in a 
colorful display are available to deal- 
ers every year. The Weber Lifelike 
Fly Co., Stevens Point, Wis. 

Write in No. A5 on card, pg. 73 


Marine Safety Products. The 1958 
catalog for marine safety products 
contains complete description of Ta- 
patco life saving vests for children 
and adults, buoyant boat cushions, 
motor covers, ring buoys, and boat 
fenders, life vests, boat covers, and 
marine caps. Illustrations are in full 
natural color and pertinent facts such 
as size, styles, colors, shipping 
weights, etc., are listed. The Ameri- 
can Pad & Textile Co., So. Washing- 
ton St., Greenfield, Ohio. 

Write in No. A6 on card, pg. 73 


Spinning and Casting Reels. Three 
catalog sheets, in color, picturing and 
describing the 1958 line of Langley 
spinning and casting reels are avail- 


Available free to readers. Write in the numbers 
of items wanted on the return post card, page 73 


able to the trade. Newest offering is 
the Cast-Flo Deluxe “900”, a closed 
face reel, featuring hex drag, thumb 
control, and fast retrieve. All seven 
Langley spinreels, ranging from $16.95 
to $37.95, feature two-point shaft sus- 
pension for increased durability and 
balance. Seven casting reel models 
also are offered, ranging from $8.50 
to $17.95. Langley Corp., 310 Euclid 
Ave., San Diego 14, Calif. 
Write in No. A7 on card, pg. 73 


Chains. A catalog page-price list 
is available which features Blue 
Temper packaged chain and the No. 
B/T 1 Merchandiser. Blue Temper in- 
dividual packages and the merchan- 
diser are illustrated on the 2-color 
sheet. Selling features are given and 
suggested resale and dealer cost fig- 
ures supplied. The reverse side of the 
oversized sheet illustrates Measure 
Mark chain in all four grades. Again 
resale and cost figures are supplied 
with specifications and uses for each 
grade. Campbell Chain Co., York, Pa 

Write in No. A8 on card, pg. 73 


Fishing Annual. In 48 pages of col 
or, the Garcia 1958 Fishing Tackle 
Trade Catalog contains profusely 
illustrated descriptions of the firm’ 
complete line of tackle and accessor- 
ies. All features and selling points of 
each product are covered. Sections 
are devoted to each category carried 
in the line, including Mitchell, Am- 
bassadeur and Abu-Matic reels, Gold 
Bond rods, Platyl and Mitchell mon- 
ofilament lines, Ambassadeur braided 
line, Abu-reflex and other lures, 
leaders, balanced kits, and accessor- 
ies. A full section is devoted to deal- 
er merchandising aids and ideas avail- 
able from the company. The Garcia 
Corp., 268 Fourth Ave., New York 
10, N. Y. 

Write in No, A9 on card. pg. 73 


Vacuum Cleaner and Floor Polish- 
ers. The Redi-Vac vacuum cleaner, 
the improved FP-33 floor condition- 
er, and the new FP-33A conditioner 
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Weldwood Counter Model Adhesive Center — Your ove « _ Weldwood Floor Model Adhesive Center — Your Profit — 
$25.06 on a $39. = investment! You get this $ n } $43.55 on a $99.89 investment! ' t this $4 hond 


Jiser FREE with your initial order Idec for stores with limited f y $9.9 














tloor spoce, stocks all populor size 





increased turnover is a pushover with 


these two Weldwood Adhesive Centers. 


ie: | Now! Two compact, complete self-merchandisers 
g } consolidate bulky inventories 
; ] save valuable shelf space 
tere CONTACT [] sell more glue 
PLASTIC RESIN EMEN HERE'S HOW A WELDWOOD ADHESIVE CENTER IN YOUR STORE CAN HELP YOU 
~ GLUE= — e a complete package—stocks d assortment of the 4 


Moles jie wont ’ fast-selling adhesives that cover 95% of your market 


; 
al 


1 
t bal ince 


® saves your time—color-keved selector chart and clearly marked 
prices help customers select the right ghu 

e st ps up turnover—gives point of-sale impact to extensive na- 
tional ; Te a American Home echanix Illustrated, 
Popular Mechanics ular Science, and other magazines 


Weldwood oe 


FOR ADHESIVES, WOOD FINISHES, PLYWOOD, DOORS, HARDBOARD, AND OTHER PRODUCT 


) United States Plywood Corporation 
” Dept. SH2-58, 55 W. 44th St.. New York 36, N. Y 
STO-SET 
GLUE 


Mer ro use - stm, 


Store Name 


Presto-Set Glue—ready-! r My Nome 
oes oe 4 glue . Street Address 
: Jobber's Name 
Street Address 


MAIL THIS COUPON TODAY! => | 
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CATALOGS & BULLETINS 


are described in a two-sided catalog 
page, #JS-53. The two-color data 
sheet fully describes and illustrates 
the polishers, and also a rug cleaning 
attachment and a floor refinishing 
kit. Features of the Redi-Vac are 
shown in a series cf line drawings. 
Specifications are given and a six- 
piece accessory kit is described. Red 
Devil Tools, Union, N. J. 
Write in No. Al0 on card, pg. 73 


Clamps. Much text material on se- 
lection, care and use of Jorgensen 
and Pony Clamps in addition to 
regular catalog material appears in a 
32-page catalog. The catalog is in 
color and covers “C” clamps, clamp 
fixtures, bar clamps, handscrews, 
press screws, etc. Condensed catalogs 
and pages for house and salesmen’s 
use are also available. Adjustable 
Clamp Co., 437 No. Ashland Ave., 
Chicago 22, Ill. 

Write in No. All on card, pg. 73 


Oilers and Cans. A catalog illus- 
trating and describing the company’s 
entire line of oilers, safety cans, and 
oil and gasoline containers is avail- 
able in two forms, No. 55 General 
Catalog, and No. 55C Condensed 
Catalog. Eagle Manufacturing Co., 
Charles St., Wellsburg, W. Va. 

Write in No. Al2 on card, pg. 73 


Dealer Displays. Thirty-one differ- 
ent displays of Cabinet Hardware are 
illustrated in Amerock’s No. 104 Cata- 
log of Dealer Displays. The catalog 
is said to cover the right kind of dis- 
play for any store arrangement, any 
department, or any “on-the-job” use. 
Amerock Corp., Rockford, III. 

Write in No. Al3 on card, pg. 73 


Horse Drawn Implements. The 
King line of horse drawn implements 
is contained in its catalog Price List 
No. 757. The implements are illus- 
trated. The catalog also contains sev- 
eral pages of price listings and dia- 
grams of repair parts. King Plow Co., 
Atlanta, Ga. 

Write in No. Al4 on card, pg. 73 


Edged Tools. Colorful catalog pages 
which present the company’s line of 
garden tools, axes, hammers, and 
hatchets are available. Illustrations 
show the tools in use while descrip- 
tive information further gives the 
sales story. Mann Edge Tool Co., 
Lewistown, Pa. 

Write in No. Al5 on card, pg. 73 


Measuring Tapes. A catalog de- 
scribing and illustrating the firm’s 
complete line of measuring tapes and 
related products, including new 
Power-Tapes with controlled speed 
blade return, is available on request. 
Description of its Thin-Tape, the first 
tape with a %4” blade having an in- 
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side-outside measuring case, also is 
included. Evans Rule Co., 400-16 
Trumbull St., Elizabeth, N. J. 

Write in No. Al6 on card, pg. 73 


Industrial Doors. A 12-page Indus- 
trial Door Catalog No. A-97 features 
comprehensive technical data and il- 
lustrations on the R-W “SupeR-Way” 
steel frame doors; industrial channel 
frame door; galvanized sheet steel 
covered doors; corrugated sheet met- 
al doors; “Sta-Rite’ wood doors; 
steel plate doors; vertical lift doors, 
and craneway doors. Specification 
and installation data, application pho- 
tographs, and a section on the auto- 
matic electric door operators are in- 
cluded in the catalog also. Industrial 
Door Division, Richards-Wilcox Man- 
ufacturing Co., 217 Third St., Aurora, 
Tl. 

Write in No. Al7 on card, pg. 73 


Specialty Nails. A catalog contain- 
ing a wealth of information about 
specialty nails is available. Profuse- 
ly illustrated with scale drawings of 
the nails, the catalog serves as a ref- 
erence book for both salesmen and 
customers. It contains complete nail 
specifications. Handy charts give vital 
data about the sizes and quantities of 
nails to use for various applications. 
Each nail is identified by stock num- 
ber and is priced from a separate 
list. W. H. Maze Co., Peru, Il. 

Write in No. Al8 on card, pg. 73 


Wood and Sheet Metal Screws. 
Every master carton of Southern 
wood screws and sheet metal screws 
now contains Folder TC-4, “instruc- 
tions for Selecting and Using Wood 
Screws and Sheet Metal Screws.” 
Folder TC-4 gives complete instruc- 
tions for measuring length and di- 
ameter, head styles available, pilot 
hole sizes, drill bit sizes, etc. Supplies 
of the folders are available to whole- 
salers and dealers handling Southern 
screws; they are requested to use 
company letterhead in writing. Deal- 
ers are requested to give name of 
their wholesaler. Southern Screw Co., 
P. O. Box 1360, Statesville, N. C. 

Write in No. Al9 on card, pg. 73 


Detachable Chain. With the farm 
equipment user in mind, a catalog 
is made available featuring the use of 
detachable sprocket chain in a wide 
range of agricultural machinery. 
Well-illustrated and 1n color, the cat- 
alog covers engineering data, sizes, 
plain chain links shown in actual 
size, attachment links, and several 
pages of specifications and data. The 
Locke Steel Chain Co., Inc., Bridge- 
port, Conn. 

Write in No. A20 on card, pg. 73 


Padlocks. Padlocks to meet every 
need are described in a 20 - page 
catalog which features actual size 
illustrations of the company’s entire 


(Continued from page 42) 


line. Included for the first time is a 
section on special long shackle pad- 
locks. Also described are two newly 
designed super security padlocks 
which have an extra short shackle 
clearance of only ™%-inch. Other sec- 
tions of Catalog #56 describe Mas- 
ter’s Special Service Department, as 
well as Master’s padlock and bike- 
lock display boards. Master Lock Co., 
Milwaukee 45, Wis. 
Write in No. A21 on card. pg. 73 


Industrial Tool Line. The com- 
pany’s 100 years of too] production is 
dramatized in catalog No. 100 which 
contains illustrations and description 
of its wide range of pliers, grips, 
climbers, belts, and safety straps 
needed by linemen, electricians, and 
industry. A new feature is a section 
providing dimensions of each plier— 
length of handle, of cutting knives, 
width of head, size of point, etc. Ma- 
thias Klein & Sons, 7200 McCormick 
Rd., Chicago 45, Il 

Write in No. A22 on card, pg. 73 


Cleaning Supplies. “How to Dis- 
play and Merchandise Cleaning Sup- 
plies for Profit” is the title of a six- 
page color folder offered to dealers 
as an aid in setting up a cleaning 
supplies center. OX Fibre Brush Co., 
Frederick, Md. 

Write in No. A23 on card, pg. 73 


Masonry Drill. A two-color bro- 
chure which pictures and describes 
the company’s solid-body- and core- 
style concrete drills is available. 
Complete drill prices and specifica- 
tions are included. Termite Drills, 
Inc., 99 N. Lotus Ave., Pasadena, 
Calif. 

Write in No. A24 on card, pg. 73 


Water Appliance Promotions. A 
comprehensive 8-page catalog, No. 
807, of advertising and sales promo- 
tion aids is offered wholesalers and 
retailers of water appliances. The 
catalog shows suggested consumer 
literature; local advertising for news- 
papers, radio, television, and direc 
tories; point-of-sale aids; indoor and 
outdoor signs; and numerous spe- 
cialty items. In addition, the catalog 
tells how and when to use these items 
most effectively. And a special fea- 
ture tells how to get valuable local 
publicity for “yourself, your business, 
and Rapidayton products.” The Tait 
Manufacturing Co., 500 Webster St.. 
Dayton 1, Ohio 

Write in No. A25 on card, pg. 73 


Tools and Machines. More than 150 
hand tools and electric machines are 
described in a catalog now being of- 
fered as Number 23 in the Red Devil 
Library. Included in the 8% x l11 
inch, 80-page, two-color catalog are 
tools for painters, glaziers, and wood- 

(Continued on page 46) 
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NOW! A GREAT NEW ELECTRIC SHAVER 
WITH YEARS AHEAD FEATURES 


...YEARS AHEAD STYLING! 





* LUXURIOUS STYLING AND PACKAGING! Never before a shaver and package de- 
signed for maximum eye appeal—top shaver performance—and more profits for you. 
* CO-OP ADVERTISING! New liberal co-op advertising plan available to all dealers. 


* POWERFUL NATIONAL ADVERTISING CAMPAIGN! New Ronson CFL backed by greatest 
advertising push in Ronson history. Big full-page, full-color ads week after week in LIFE and LOOK. 


tFair Trade price in all states where such legislation is in force. 


Cash in on the biggest, easiest shaver 
sales — turnover — profits —you ever made! 
See your Ronson supplier TODAY! 











Gift-Card Writing Desk 


This handsome counter-unit— 
complete with pen and gift 
cards—YOURS FREE with 
purchase of 7 or more Ronson 
CFL Shavers! A convenient 
writing desk for any gift pur- 
chase in your store. (NOTE: 
this valuable unit available 
only thru this Ronson offer.) 








--- MAKER OF THE WORLD'S GREATEST LIGHTERS AND ELECTRIC SHAVERS 
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workers. Also described are the com- 
pany’s lines of floor and paint condi- 
tioning machines including the FP- 
33 twin brush floor polisher and the 
number 30 paint conditioner. De- 
scriptions and photos of several tools 
recently added to the firm’s line are 
included, as well as photos of avail- 
able merchandising aids, and illus- 
trated hints on the use of many of 
the tools. Red Devil Tools, Box 355, 
Union, N. J. 
Write in No. A26 on card, pg. 73 


Pumps. A loose-leaf catalog, No. 1, 
of the complete Commander line of 
water pumps, water systems, and 
sump pumps is available. The line in- 
cludes jet, submersible, and piston- 
type pumps in a wide variety of 
shallow well, convertible, and deep 
well models. The Tait Manufacturing 
Co., 200 Detrick St., Dayton 1, Ohio. 

Write in No. A27 on card, pg. 73 


Aluminum Furniture. The De- 
lighter 4-color catalog featuring the 
1958 line of aluminum casual and 
summer furniture is available upon 
request. Universal Converting Corp., 
Dept. 1957C, Sawyer St., New Bed- 
ford, Mass. 

Write in No. A28 on card, pg. 73 


Insect Wire Screening. A revised 
edition of the brochure “Selling In- 
sect Wire Screening at Retail” is 
available. The growth and import- 


ance of aluminum insect wire screen- 
ing, which was not a commercially 
standard item when the earlier edi- 
tions were printed, is emphasized in 
the revised text. Insect Wire Screen- 
ing Bureau, 75 West St.,. New York 
6, N. Y 


Write in No. A29 on card, pg. 73 


Fishing Accessories. The full range 
of the company’s casting, surf-squid- 
ding, and monofilament fishing lines 
and related equipment—43 types, in 
all—is described in a compact cata- 
log, illustrated in color. Each line type 
appears in a separate, quickly-located 
section. New packaging developments 
are detailed, and a convenient list of 
the company’s nation-wide structure 
of representatives is also included. 
Sunset Mills, Florence, Ala., and 
Petaluma, Calif. 

Write in No. A30 on card, pg. 73 


Hack Saw Frame. An adjustable 
tubular hack saw frame, No, 325, with 
chrome-plated handle and gold-fin- 
ished blade, together with other tools 
and kits made by the company, is 
fully described in an available cata- 
log. Great Neck Saw Manufacturers, 
Inc., Mineola, N. Y. 

Write in No. A3l on card, pg. 73 


Life Saving Line. A full color cat- 
alog offering illustrations and di- 
mensions of the company’s VU. S. 
Coast Guard-approved life vests and 
boat cushions will be furnished on 


request. Red Head Brand Co., 4300 
West Belmont Ave., Chicago 41, Il. 
Write in No. A32 on card, pg. 73 


Hand-Tool Equipment. Auger and | 


electric drill bits, chisels and gouges, 
drawknives, and other hand-tools 
are pictured and described in a cata- 
log available from the manufacturer. 
Greenlee Tool Co., 1822 Herbert Ave., 
Rockford, Il. 

Write in No. A33 on card, pg. 73 


Gas Circulator Heaters. A catalog 
which fully describes the company’s 
complete line of gas circulator heat- 
ers may be had on request. Chatta- 
nooga Royal Co., Chattanooga 6, 
Tenn. 

Write in No, A34 on card, pg. 73 


Firearms. An expanded firearms 
catalog, available to the trade, gives 
detailed specification information, 
prices, etc., on the complete Mossberg 
line of rifles, shotguns, telescope 
sights, and Covey hand trap. It in- 
cludes information on the company’s 
newest models. Catalog is in color. 
O. F. Mossberg & Sons, Inc., New 
Haven, Conn. 

Write in No. A35 on card, pg. 73 


Fishing Guides. A series of five 
fishing booklets is available, each of 
which is a guide to help the angler 
with the assembly of his Shakespeare 
tackle and which gives “how to” in- 
formation on a particular kind of 





NO. 2401 SCISSOR ASSORTMENT 
1 Doz. on a new, smartly redesigned Mer 
chandiser consisting of 9 pairs of 5” and 3 
pairs of 6”. Heavy gauge forged steel, beauti 
fully finished nickel plated blades and handles 
ideal for home, office or workshop. Every 
pair hand ground, inspected and guaranteed. 


¥o- ang 59¢ retail. 


fact — 
these two are the best 
of them all, featuring 
only the most popular 
sizes and styles at prices 
everyone can afford! 
Colorful, self-selling 
KLEENCUT Merchan- 
disers are proven shop- 
per stoppers. So cash in 
on these sure-fire 
money-makers — sell 
more scissors at bigger 
profits. Display eye- 
catching KLEENCUT 
Merchandisers. 


It's a proven 


DEALER 
PROFIT 


A 
Please send more information on 
No. 2401 


NO. 1011 SHEAR ASSORTMENT | Name 


1 Doz. All-purpose Shears mounted on attrac 
tive red, yellow and Diack card for counter 
or wall. 2 pairs 6”, 6 pairs 7”, 4 pairs 8” 
Nickel plated blades, black enameled handles 


9&¢ retail. | 
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THE ACME SHEAR CO. 


ONNECTICUT 


Company 


BRIDGEPORT 1 
Address 


For more information use Handy Return Card, Page 73 





FROM HERE 












































the BIG Mi in your month-by-month profit picture 


SEND FOR YOUR FULL-COLOR CATALOG OF MORE THAN 67 FAMOUS PRODUCTS FROM ONE SOURCE - 


11 East 36th Street 
New York 16, N.Y 


© Please forward your complete color 
catalog 


© Please have your representative call 
My jobber is 
MAIL COUPON 
TODAY! 


For more information use Handy Return Card, Page 73 
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NOW- 


The FABULOUS 


Aladdin 


ROTARY POWER 


MOWER 
soins THE FAMOUS 


LINE 


Cooper rubbed 
Aladdin's famous 
lamp and from its 
magic depths came 
the inspiration and 
know-how to design 
and produce the out- 
standing Rotary 
Power Mower of all 
time, incorporating 
more new, practical 
and wanted features 
than were ever built into’ any former Rotary Mower. Conveniently 
located, individual wheel adjustment provides quick-set height control 
ranging from |'/2” to 3”. No tools needed to change cutting height. 
The 21” model is equipped with choke-o-matic carburetion, which pro- 
vides starting, stopping and speed. control from the conveniently 
located lever at the top of handle. Both models equipped with new 
type 14 gauge steel deck, with half ring baffle for peak cutting effi- 
ciency. Snap-on leaf mulcher included as standard equipment. Briggs 
& Stratton 4-cycle engines, equipped with recoil starters. 


j 
——— You Expect More From Cooper Mowers 
..« and GET IT. 


LINE 


19” and 21” 
CUTTING WIDTHS 





THE 


"2 superior cutting ability of the COOPER 
“CYCLO-MO" trimmer type Rotary Power 
Mower is due to the rapid discharge of 
clippings through the ejection chute. 
The combined suction and cutting 
action of the special steel blade pro- 

vides a smooth cut for fine # 
lawns plus the ability to handle, 





21” SELF- OPELLED 
(tilustrated) 

18” and 20” PUSH TYPE 
The wew Self. 
"“Cyclo-Mo” is powerful and 
rugged with its 2% HP BA 
S engine equipped with re- 
coil starter. Special power 
teke.off to rear wheel drive. 


EDGE'N TRIM cyrtiwe WioTHS 
“ y 

Remarkable lawn and THE / 

The sturdy construction and high quality of 
COOPER “KLIPPER" Power Mowers has been 
a by-word in the mower industry for 3! years. 
“KLIPPER™ owners everywhere testify to the 
many exclusive features of construction and 


conveniences of operation. 
Suit for those who want the Gest 


COOPER MANUFACTURING COMPANY 


960-962 SO. FIRST AVENUE bd MARSHALLTOWN, IOWA 


For more information use Handy Return Card, Page 73 





Only 
Hollow Wall Anchor 
Designed for These 
Narrow Spaces... 











ON FURRED WALL BOARD... 
Where board is mounted on 
%"' furring strips, The Shorty 
low) doors. is designed to fit the confined 
Exclusive range of space. 

fastening applications—1/16" to 3/8" thickness. 


QUICK, DEPENDABLE, INSTALLATION 


1, Drill 14” hole - | 


ee 








ON HOLLOW DOORS... 
Now it’s possible to fasten 
fixtures securely to flush (hol- 








2. insert Wing-Ding...A 3. Tighten up screw until 4. Remove screw... Place 
light tap will set the three expanded — you'll know fixture over the Wing-Ding 
gripper teeth. In hard when it’s set—your screw Re-insert screw and tighten. 
wood, push teeth in with driver tells you! 

the screw driver. 


wing. QING ecrrce eccavuee... 


* Takes smallest hole of any wall * No stripping—long threaded 
fastener. section. . 

* Easily lines up for setting next * Removable if necessary. 
to stud. * Sets quickly, easily—no special 


* Strong one-piece—tripod design. tools. 


- t 
f>co2-—— i 
Pat. No. 2,762,252 A a 
REDUCE INVENTORY—WHY STOCK 9 SIZES WHEN 3 WILL DO? 
CAT. NO.| SIZE] A B | H | L | List per 100 and wet. 
SHORTY 7921 | 48S | %”| 5/16”! 14” | 1° $6.00] 1 Ib. perc 


REGULAR 7922 4SL %e" | 5/16") Ya" 2” $8.00 | 134 Ib. per C 
KING SIZE} 7923 | SSL | 1%”; 5/16”|5/16"| 234” | $12.00 | 3¥2 Ib. per Cc 
wall fastener or any other famous 


Mis 
DIAMOND product 


DIAMOND EXPANSION BOLT CO., INC. 
500 North Avenue « Garwood, New Jersey 


Stocking Worehouses: Atlonta, Boston, Chicago, Dallas, Denver, Detroit, 
los Angeles, New York, Philadelphia, San Francisco, Seattle, St. Lowis, 
Washington, D. C. Also, Montreal, Toronto and Vancouver, Canodo. 


=“, 








Write today for samples of this new 
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fishing. Ben Hardesty has edited the 
24-page, 2-color bait casting booklet: 
Henry Shakespeare, the 24-page 
spinning booklet; and Vern “Gad- 
about” Gaddis helps the fly fisher- 
men in his 16-page booklet. Another 
16-page booklet gives complete de- 
tails on Shakespeare tackle for salt 
water and angling and a fifth booklet 
tells about Shakespeare ‘“Push-But- 
ton” fishing. The Shakespeare Co., 
Kalamazoo, Mich. 
Write in No. A36 on card, pg. 73 


Clothes Pins, Color catalog pages 
can be furnished in either 8% x 11 
or 11 x 11 size which describe and il- 
lustrate Holdfast clothes pins. En- 


velope stuffers — printed in red, 

white, and blue — are also available. 

The Demeritt Co., Waterbury, Vt. 
Write in No, A37 on card, pg. 73 


Store Displays. Each type of dis- 
play item from ticket holders to com- 
plete display units is fully illustrated 
and described in a catalog which 
contains much information on display 
assembly and modern store engineer- 
ing. Reeve Co., 9249 East Bermudez 
St., Rivera, Calif. 

Write in No. A38 on card, pg. 73 


Aluminum Reflective Insulation. A 
4-page, 842 x 1l-inch, 3-color bro- 
chure has been issued to describe the 





“Our customers’ piping needs are 
many and varied. Plastex Pipe gives 
us what we need to meet those 
needs and thereby sell more pipe — 
types, Sizes, pressure capacities, and 


fittings.” 


H. E. Jacoby, President 
Amazon Hose & Rubber Co., Miami 


oe 


YOU CAN 


SELL MORE PIPE 
WHEN IT’S PLASTEX 


How true the adage “You can’t sell goods from an 
empty wagon”. Certainly, you'll sell more from a 
full one. And, Plastex gives you just that 

flexible polyethylene pipe (Plastex or Trojan) in 
single and twin-tube types, pressure rated 75 and 


100 psi, every wanted size . . 


. semi-rigid Kralastic 


pipe for deeper wells and pressures to 150 psi, in 
popular sizes, 10 and 20-foot lengths, plain or 
with fittings . . . a complete line of precision fittings 
for all . . . plus 12-hour shipment from always- 


ample stocks. 


Get on the full wagon, and sell more pipe 


— Plastex Pipe! 


THE PLAS TEX ©. 


3232 Cleveland Avenue, Columbus 24, Ohio 


MAKERS 


PLASTEX. © PRESSUR-TEX 


50 For more information use Handy Return Card, Page 73 


O F 


TWIN-TEX © KRALASTIC 





advantages of Reynolds Aluminum 
Reflective Insulation — Paper cov- 
ered with aluminum foil on one side 
(Type B) or both sides (Type C). Ap- 
plication instructions are included in 
the brochure plus facts concerning the 
economy of the product and where 
it can be used best. Request Form 
BP 315 F. Reynolds Metals Co., 2500 
So. Third St., Louisville, Ky. 
Write in No, A39 on card, pg. 73 


Industrial Fasteners. A 44-page 
condensed catalog covering the com- 
pany’s line of bolts, nuts, rivets, 
screws and other industrial fasteners 
is available. The catalog is 54% x 9 
inches and contains illustrations, 
sizes, packaging information and 
prices on the most popular items in 
the line. Clark Bros. Bolt Co., Mill- 
dale, Conn. 

Write in No. A40 on card, pg. 73 


Toys. A full-color catalog insert 
now available features the leading 
items in the company’s newly-styled 
line of doll carriages, strollers, and 
children’s furniture. The items are il- 
lustrated in their actual color combi- 
nations and a complete description 
including specifications and weights 
accompanies each illustration. Also 
available is the toy firm’s complete 
16-page, three-coior catalog featuring 
the full line of 18 doll carriages, 10 
strollers, seven table and chair sets, 
six rockers, and three toy chests. 
South Bend Toy Manufacturing Co., 
South Bend, Ind 

Write in No. A4l on card, pg. 73 


Sanding Kit. For insertion in stand- 
ard binders, a catalog sheet is offered 
which describes and illustrates the 
Model 700K complete electric pow- 
ered Sanding Kit. The sheet is in 
color and shows ali the features of 
the kit, which retails for $16.95. The 
kit includes the sander and polisher, 
in a metal case; a supply of sand- 
paper; and a polishing cloth. Weller 
Electric Corp., Easton, Pa 

Write in No. A42 on card, pg. 73 


Buying Guide. A four-page guide to 
better buying contains a complete 
stock list of materials that are avail- 
able from all Reynolds Aluminum 
Supply Co. warehouses. Reynolds 
Aluminum Supply Co., P. O. Box 
1367, Atlanta i, Ga. 

Write in No. A43 on card. pg. 73 


Tapes and Tape Rules. Colorful 
catalog pages cover the company’s 
complete line of hardware items 
which includes all types of steel 
measuring tapes and tape rules from 
3- to 100-feet, and augmented by 
woven tapes, plumb bobs and hand 
levels. The pages are illustrated and 
give outstanding features of each 
item, plus packaging information, 
weight, prices, etc. Keuffel & Esser 
Co., Adams and Third Sts., Hoboken, 
N. J. 

Write in No. A44 on card, pg. 73 

(More Sales Aids on page 52) 
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Are you profiting by 


CRESCENT’S PACKAGED 
PROMOTION PLAN? 


If not, mail the coupon. Get the details on a simple, basic and proven 
merchandising plan that sells CRESCENT TOOLS for you and saves 
the customer money. It’s not a discount device—not a price cut scheme 
—you get your full profit, and you don’t have to do any extra work, 
nor buy any promotional material. Human nature makes it work and 


Crescent foots the bill for all the elements. Mail the coupon today. 


ee ee 
y °C 
CRESCENT TOOLS — “Seng 7 
— Co 


* . Pleas. 
Cive Wings lo Word — Tush des 


= 


Crescent is our trade-mark, registered in the United Stotes ond 
ebroad, for wrenches and other tools. Sold by leading distributors 
ond retailers everywhere and mode only by 


CRESCENT TOOL COMPANY, JAMESTOWN, N. Y. 


SOUTHERN HARDWARE for February, 1958 For more information use Handy Return Card, Page 73 





Gas Heaters. An 8-page full color 
catalog showing the complete line of 
Warm Morning vented gas heaters, 
as well as descriptive literature on 
the unvented models, is available. 
Special features of the heaters are 
described in detail. A 4-page full 
color catalog on the company’s line of 
Warm Morning coal heaters and de- 
scriptive literature on its Warm 
Morning gas-fired incinerator are of- 
fered also. Locke Stove Co., 114 West 
lith St., Kansas City 5, Mo. 

Write in No. A45 on card, pg. 73 

Project Book. Twenty-five do-it- 
yourself wood-working projects hav« 


been made up in loose-leaf manual 


form with a cover and are being of- 
fered to home workshop enthusiasts. 
Each wood-working plan is blue- 
printed thoroughly on a 
tained sheet. Detailed instructions 
and diagrams with descriptions are 
included. Selection of tools and lum- 
ber is covered in the booklet with 
the company emphasizing the use of 
its own glue product, Rogers Glue. 
Rogers Isinglass & Glue Co., Glou- 
cester, Mass 


Write in No. A46 on card, pg. 73 


self-con- 


Woodenware. Woodenware items 
such as bowls, oblong trays, rolling 
pins, forks, spoons, etc., are described 
and illustrated in a catalog available 





MODEL KS-958 


... is 2 lawn units in one — 
it trims and it edges. Equip- 
ped with 2 HP two-cycle 
Clinton gasoline engine, 9" 
steel blade with easy clamp 
adjustment. Features pastel 
baked-on ename! finish. 


lad 


Teeorne 
COMTROL 


atcon 


staatee * 


wi0t.retaod 
s weens 


SEALED 
Oust PROOF 
sau 


BLARING swive 


MODEL KS-557 
. + +» has power to spare with its big 
1/3 HP General Electric motor and 12" 
blade for cutting and trimming. Has 
dual 8" front and rear 4" wheels and 
chassis complete with baked enamel fin- 


ish and chrome handles. 


WRITE FOR COMPLETE 
INFORMATION 


K &$ Manufacturing Co. 


P. O. Box 421 
FORT WORTH 1, TEXAS 


TRim$ A#OUNO 
reees remces 
POSTS Buses 


For more information use Handy Return Card, Page 73 


MODEL KS-858 


. . brings effortless operation be- 
cause of tricycle arrangement of 
its 8° wheels for perfect balance 
and |.6 HP Briggs-Stratton 4 cycle 
gasoline engine. Specially treated 
chassis has lifetime 
guarantee against 

damage. 


$8950 us 
$5350 us 





to dealers. The cover page carries a 
listing of the special lines which in- 
clude Oblong Trays, Early American, 
Supreme Finish, Liquid Proof, Seal 
tite, Old Colonial-Walnut Finish, Par 
affined (Waxed) Hardwood, and 
Caesar Finish lines. A brief descrip 
tion is given of each. J. Shepherd 
Parrish Co., 201 N. Wells St., Chica 
go 6, Ill. 

Write in No, A47 on card, pg. 73 

Screw Anchors. Separate catalog 
sheets in two colors describe and il 
lustrate Molly Jack Nuts, Molly screw 
anchors, Molly utility plug, and Molly 
Hi-Speed Installer. Molly Corp., Read- 
ing, Pa 

Write in No. A48 on card, pg. 73 


Life Saving Line, A ful! color 
alog offering illustrations and di 
mensions of the company’s U. S 
Coast Guard-approved life vests and 
boat cushions will be furnished on 
request. Red Head Brand Co., 4300 
West Belmont Ave., Chicago 41, Il. 

Write in No. A439 on card, pg. 73 


Fishing Rods and Reels. Available 
on request is a 28-page illustrated 
price list which describes the com- 
pany’s reels, rods, lines, and miscel- 
laneous items for the 1958 selling 
season. Included in the buying guide 
is a specially-printed middle spread, 
showing the new bronze color and 
styling which the company is intro- 
ducing into its rod and reel line-up. 
There are seven new bronze-finished 
reels shown, one of which is a new 
push-button model, four are spinning 
reels, and there is also a direct drive- 
bait casting reel and an automatic 
ree] for fly fishing. Shakespeare Co., 
Kalamazoo, Mich. 

Write in No. A50 on card, pg. 73 


Pliers, Horseshoe Game. A descrip- 
tive catalog which includes illustra- 
tions of two long-reach pliers, the 
DB58 and NN58, may be obtained 
on request from the manufacturer 
Other tool booklets are also available 
at no charge. The company offers 
pamphlets, free, which give instruc- 
tions, application helps, specification 
horseshoes; entitled “How to Play 
Horseshoe and How to Organize a 
Horseshoe Club.” Diamond Calk 
Horseshoe Co., Duluth, Minn. 

Write in No. A51 on card, pg. 73 


Sprinklers. An initial order by 
dealers for Rain Jet Sprinklers in- 
cludes a set of price lists and specifi- 
cation sheets for coverage planning 
and installation information. Each 
shipment also includes a supply of 
envelope stuffers. Rain Jet Corp., 
6253 Hollywood Blvd., Hollywood 28, 
Calif 

Write in No. A52 on card, pg. 73 


Handbook. 


successful 


Fezmers and Ranchers 
Information essential to 
farm operation and items of interest 
to every member of the family are 
included in the complete 72-page 
full color catalog of USS Steel Prod- 


SOUTHERN HARDWARE for February, 1958 





LOOK AT IT 
THIS WAY: 


Very few fishermen ever wrangle over the small cost difference between top quality 
line and an inferior substitute. The average one doesn’t buy a new line often enough. 


It’s different for you—your total sales in a given week 
table shows how fast: 


FLEXON MONOFILAMENT... 
Typical Substitute 


CORAL KING CASTING .... 
Typical Substitute . . . 


8 Ib. monofilament, 20 Ib. casting line 


really add up. This simple 


Dealer's Profit 
+ 72¢ per spool 
3l¢ per spool 
- 71 per spool 
42c¢ per spool 


Multiply the difference by the number of spools you sell a week—then call your jobber 
and order Premium-Profit Sunset lines. You can double your profits if you do! 


HELPFUL HINTS FOR SELLING SUNSET 
FLEXON® 


Softest, most pliable monofila- 
ment made...never stiff, springy, 
or hard-to-spool... because it's 
an exclusive German process. An 

ai <> extra plus: New-for-'58 packag- 

ee ; = \_ ing gives every customer a valu- 

ZF S able clear-plastic line box for 
A 


extra tackle! 


QUALITY 


RK 


Extra hard braid nylon that 
means a small diameter line... 
one that will cast farther, easier. 
And it's in the new research- 
proved color that fish can't see! 
(Also ask for Coral King mono- 
filament, surf-squidding, floating 
fly line, leader material.) 


2 to 60 lb.—choice of 4 colors 6 to 35 lb. 


e “6 - 
sunset (“lines PETALUMA, CALIF. e FLORENCE, ALA. 





® 1958, Sunset Line & Twine Co. 
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ucts for farm and home. Fencing, 
roofing, and siding receive special 
coverage with numerous _illustra- 
tions, application helps, specification 
charts, and “how to” instructions. 
General information on care of ani- 
mals, tips on electricity, fish ponds, 
etc., the use of nails; information 
about building materials; and an of- 
fer of free building plans for various 
types of farm structures are among 
the topics discussed. Tennessee Coal 
& Iron Division, Fairfield, Ala. 
Write in No. A53 on card, pg. 73 


Galvanized Ware. The complete 
line of hand-dipped galvanized ware 
for home, farm, industrial, and in- 
stitutional use is described in a 20- 
page bulletin entitled “Wheeling 
Hand Dipped Ware.” Capacities, di- 
mensions, and shipping weights for 
each of the items are included; items 
include pails, buckets, rubbish burn- 
ers, coal hods, etc. Wheeling Corru- 
gating Co., Wheeling, W. Va. 

Write in No. A54 on card, pg. 73 


Pre-Measured Chain. A catalog 
page, in color, is available describ- 
ing a color-coded plastic measuring 
lengthmark to provide quick iden- 
tification for Proof Coil, BBB Coil, 
and High Test Chain. The three types 
are marked every 10 feet by green 
plastic color bands on Proof Coil, red 
color bands on BBB Coil, and blue 
on High-Test Chain. A matching col- 


or-coded End Tag is attached to the 
free end of the chain in each con- 
tainer which is imprinted to show the 
size and grade of the chain. The 
End Tag is for convenient locating of 
the free end of the chain and is re- 
attachable after each use. The tag’s 
reverse side may be used for record- 
ing the balance of chain in the con- 
tainer. Hodell Chain Co., Cleveland 
3, Ohio. 
Write in No. A55 on card, pg. 73 


Hardware Chain. A well illustrated 
and informative folder, describing 
the complete line of ACCO chains for 
a multitude of domestic and indus- 
trial requirements is available. The 
16-page folder, DH-176-B, contains 
data on construction features, appli- 
cations, packaging, weights and other 
general information. American Chain 
Division, American Chain & Cable 
Co., Inc., York, Pa. 

Write in No. AS6 on card, pg. 73 


Deming Sales Aids. An 8-page, 4- 
color bulletin illustrates the com- 
plete line of sales aids and materials 
available to Deming pump dealers 
and distributors. The bulletin shows 
and describes Deming direct mail 
pieces; letterheads; mailing cards; 
broadsides; leaflets; booklets; blot- 
ters; window cards and streamers; 
satin banners; clocks; tacker; bracket 
and road signs; identification labels; 
decalcomanias and displays. The 





Millions of rotary 
mower owners 
wisty they had a 
ding mower 
GIVE "EM WHAT 
THEY WANT (and 
profitably) with 
this rugged new 


Powered with 4-cycle Briggs & Stratton or 
2-cycle Clinton engine with hand throttle, car- 
type clutch and brake pedals for sure control; 
gives full driving power AND full mowing 


power 


at the 
(something that present rid- 
ing mowers just can’t do!) 
Easy to maneuver, i 


same time 


Retails with 
4cycle 124.95 


(2-cycle 


quick] $10 less) 


attached and detached. GE 
YOUR SHARE of the “pre- 
sold” market waiting for this 


inexpensive way 
ing mower; as 


SOLD ONLY 
THROUGH 


to own a rid- 
your whole- 


saler or write us direct. 


sib: LAZY BOY LAWN MOWER CO. 


HARDWARE 
WHOLESALERS 


Dept. SH28, 301 W. 73rd, Kansas City 14, Mo. 


For more information use Handy Return Card, Page 73 





company furnishes all mailing pieces 
free and pays postage on the first 200 
used by a dealer. Most other ma- 
terials are also free. Remaining pieces 
are furnished at cost. The Deming 
Co., Salem, Ohio. 

Write in No. A57 on card, pg. 73 


Sprayers and Dusters. Available on 
request is a catalog covering the 
company’s complete line of hand, 
continuous, compressed air knapsack, 
bucket, wheelbarrow and barrel 
sprayers. The catalog also covers 
hand and crank powder insecticide 
dusters. A circular on the Indian Fire 
Pump, a portable, back-pack type 
fire extinguisher, is offered also. D. 
B. Smith & Co., 428 Main St., Utica, 
N. Y. 

Write in No. A58 on card, pg. 73 


Building Materials. Entitled “Reyn- 
olds Aluminum Supply Co. Fact Fold- 
ers,” the company is offering a series 
of 19 file folders designed for every 
dealer’s filing cabinet. The folders 
provide a handy reference library on 
major building material lines, such as 
aluminum roofing and siding, asphalt 
products, farm and industrial gates, 
insulation, nails, etc. To keep the fold- 
ers current, latest product informa- 
tion will be mailed by the company to 
those dealers using the prepared prod- 
uct reference library. Reynolds Alum- 
inum Supply Co., P. O. Box 1367, 
Atlanta 1, Ga. 

Write in No. A59 on card, pg. 73 


Display Ideas. A Rubbermaid dis- 
play booklet which illustrates and 
describes a variety of display meth- 
ods for all size stores is offered to 
dealers. Wooster Rubber Co., Woo- 
ster, Ohio. 

Write in No, A60 on card, pg. 73 


Special Purpose Planes. “How to 
Use Special Purpose Planes,” a 20- 
page booklet on various types of rab 
bet, router, and double-end tongue 
and groove match planes, is available 
in reasonable quantity to dealers who 
may have them imprinted if they 
wish. Profusely illustrated with line 
drawings showing the planes in use 
and the innumerable cuts that can be 
made with special purpose planes, 
the booklet will be helpful to both 
veteran woodworkers and beginners. 
Stanley Tools, New Britain, Conn 

Write in No. A61 on card, pg. 73 


Window Glass. A 12-page catalog 
entitled “Sales Aids for 1957-58” is 
offered. The catalog illustrates and 
briefly describes the various mer- 
chandising helps for dealers. Libbey- 
Owens-Ford Glass Co., 608 Madison 
Ave., Toledo 3, Ohio. 

Write in No. A62 on card, pg. 73 


Metal Merchandisers. A 40-page 
catalog, #390, illustrating and de- 
scribing the line of Viz-U-Bilt all- 
metal merchandisers is being offered 
to dealers. The gondola-type self- 
selection units described are available 
in a wide variety of styles, sizes, and 
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Can, business publication 
advertising actually sell? 


By reputation, salesmen are reluctant to credit anything but their own selling 


efforts for getting names on the dotted line. 


Actually, it’s quite a different story. The most successful salesmen will tell you 
two important things about selling. 1. That the selling process is largely a matter 
of communicating ideas. 2. And that specialized business publication advertis- 





ing can help importantly to register information with prospects. 


Of course each salesman will express this in his own way... but they all agree 
that selling would be far more difficult without the advertising that appears 
in the industrial, trade, and professional publications that serve the specialized 


markets to which they sell. 


Here, for instance, is what a salesman has to say about this kind of advertising: 


George A. Ecclesine 
Gerberich-Payne Shoe Co 


sells to retailers 


Says Mr. Ecclesine: 


“We couldn’t get along without trade advertising in the boy’s 
shoe business. I'll tell you why. 


“Ours is not a big shoe company but we have to cover the whole 
country. There are just ten salesmen. Most of our business is 
done with the smaller retailers and you can see that we are not 
able to call on any one retailer too often. But our advertising 
can call on these fellows every month. We know that they see 
the ads and read them because they know who we are when we 
walk in the door and they’re ready to start talking about the 
very things that have appeared in our ads. 


“For instance, we had un idea that the boy’s shoe business was 
being neglected by the general clothing store or the general 
shoe store, and was drifting to the men’s shoe stores. To drama- 
tize this concept of business being lost we started running a 
series of initials at the foot of our ads. They read BSB-FMB. 


“People in the trade started asking about these initials and the 
mystery was built up to a climax at the shoe convention in 
Chicago that year. There we made it known that the initials 
stood for ‘Boy’s Shoe Business is Future Men’s Business.’ The 
idea really caught on. As you can see, the whole build-up was 
made, quite inconspicuously too, in our trade advertising. 
That’s just one example of how much we know these trade ads 
are read, and what a job they are doing for us.” 


Ask your own salesmen what your company’s business publication 
advertising does for them. If their answers are generally favorable 
you can be sure that your business publication advertising is really 
helping them sell. If too many answers are negative it could well pay 
you to review your advertising objectives—and to make sure the 
publications that carry your advertising are read by the men who 
must be sold. 


National Business Publications, Inc. 


...each of which serves a specialized market in a specific industry, 
trade or profession. 
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How salesmen use their companies’ 
advertising to get more business 


Here's a useful and effective package of ideas for the sales 
manager, advertising agency man who would 
like to get more horsepower out of his advertising. Send for 
a free copy of the pocket size booklet entitled, *‘How Sales 
men Use Advertising in Their Selling,’’ which reports the 
successful methods employed by eleven salesmen who tell 
advertising 


manager or 


how they get more value out of their companies 


— 

| 
ow («CSS 
SALESMEN | 
use f 
| BUSINESS 
PUBLICATION |, 
| ADVERTISING | 
in THEIR 


You'll find many interesting 
variations in how they do this. Some are very 
ingenious; all are effective. You can be sure 
that more of your salesmen will use your 
advertising after they read how others get 
business through these simple methods 


represented 


The coupon is for your convenience in send 
ing for your free copy. Then, if you decide 
| | you want to provide your salemen with addi 
| Smee i tional copies, they are available from NBP 
| _} Headquarters, in Washington, at twenty-five 

cents each. Or, if you choose you can reprint 
material yourself and distribute it as widely as you 
But first, send for your free copy 


the 
please 


NATIONAL BUSINESS PUBLICATIONS, INC. 
Department 38 
1413 K Street, N. W. 


Washington 5, D. C. STerling 3-7533 


Please send me a free copy of the NBP booklet 
‘How Salesmen Use Advertising in Their Selling.” 


Name 





Title 





Company 





Street Address 





_Zone__ State _ 


For more information use Handy Return Card, Page 73 
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CEREEAN SPPVVIVEI? 


You can't put a 
price on it!” 


16 mm color movie promotes 
sale of home shop equipment 


COOLCLIEY XXRLK))) 


Ss 
\ 
j 
L 


P ‘ N viewer gets the real story of the re- 
Lights! Camera! Action! laxation and fun that are among the 
principal products of every home 

shop. 


The movie, ““You Can’t Put A Price 
“You Can’t Put A Price On It!” 


On It!’’ is available to all hardware , 
people for free local showings. Show ‘takes 15 minutes to show. It is ap- 
it in your store, at yourcluborlodge. propriate for any adult or upper 
Let it do a job for your tool sales. teen group. It is non-commercial 
This movie tells an entertaining and, so far as is known, the only such 
story of how one man got interested _ film available on this subject. 
in a neighbor’s shop and got one of Write at once about a free show- 
his own. Through the words of an’ ing in your community. Let this 
old timer in “do-it-yourself’’ the film work for you. 


Write, wire—""MOVIES'’ — 


wonton 


PRODUCTS CORPORATION 


2222 South Calumet Avenve Sean nd 
Chicago 16, Mlinois SUPREME Brand CHUCKS SUPREME VERSAMATIC 
Up front Reversible speed reducer 
A DIVISION OF A-S-R PRODUCTS CORPORATION — on nati power tools for power drills 








colors. Adjustable, perforated metal 
shelving, clip-in splicers, and a com- 
plete selection of accessories make 
them flexible and adaptable to all 
types of merchandise. L. A. Darling 
Co., Bronson, Mich. 

Write in No. A63 on card, pg. 73 


Greater Sales 
(Continued from page 24) 


Another part of the peg board 
displays electric clocks and nu- 
merous traffic appliances individu- 
ally pegged at eye-level height. 

It is remarkable how much dis- 
play room can be created with 
modern designing and how much 
sales drudgery can be eliminated. 
Immediately above the peg board 
on each wall is a canopy that runs 
the full length of the side walls 
and rear wall. This has proved in- 
valuable for the display of nu- 
merous toy vehicles. They include 
toy wagons, fire trucks, trains, 
bulldozers and other kiddy de- 
lights. The canopy also is used 
to show larger housewares like 
laundry baskets, kitchen stools, 
stepladders, etc. 

“We haven’t added many new 
lines of merchandise to these more 
expansive quarters,” Mrs. Foster 
said, “but we have greatly en- 
larged the assortments of what we 
were already carrying. For exam- 
ple, a bigger variety of clocks of 
many different designs to meet 
every conceivable taste is an in- 
centive to more impulse buying of 
such an item, as well as enabling 
us to supply a specific need.” 

The new store is designed to 
lure as many prospective shoppers 
in as possible just to look around. 
It sits somewhat away from the 
street with a large glass front giv- 
ing a nice view of inside displays. 
It has a wide 48-foot long sign 
showing the name “Belle Meade 
Hardware Company, Inc.” Archey 
stated that in the old building the 
firm name could be displayed only 
in small lettering that didn’t at- 
tract much attention. He added 
that hundreds of people failed to 
realize the area had a hardware 
store at all. Now it is unmistaka- 
ble. 

Another valuable improvement 
important to the present age is an 
acre-and-half of off-street park- 
ing. There were only a few curb 
parking spaces at the old location 
that had to accommodate several 
adjoining stores. Every Belle 
Meade shopper now can browse as 
long as he wants without fear of a 
traffic ticket. 

Inside improvements also in- 
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Feature the Chel “// Line! 


Keep customers happy + Build “repeat sales” 


with Hayes Spray Guns 


Every time you sell a Hayes spray gun, you are putting into the 
hands of your customer the finest equipment available to do a 
successful job of garden or lawn spraying. This assures the user of 
maximum results from the spray materials he buys from you. 
In this way, you are helping him to get better, more satisfying gardening results 
... at the same time, building a solid foundation for increased store 
profits through “repeat sales” of chemicals and all other garden items. 
Order today for spring requirements from your nearest jobber. 


WAYES t\%-1 P n HAYES 3 Make 
sprayer with wide mouth spray s 


ga 
or 
2 
HAYES 6 — Makes six gals 


HAYES 4 — Makes four gals 

of spray. Positive on-and of spray. Longer norrie 

off contro! vaive. $6.45 reaches to inside of plants 
and low-lying leaves $9 95 


HAYES-ETTE® —1 
sprayer. Thumb-t 


tro! orifice. $2.95 


ease inf 


FERTL-RAIN © 5 

HAYES 12--A heavy duty . as Hayes Lew 
12 gallon sprayer. For tions, fungicide er or 
‘ , " prop 
sprays 15 


HAYES SOIL AND TURF 
SPRAYER For semi-soluble ) 4 RAY G U N s 
Fertilizers. Soil Chemicals 

and heavy, viscous mater:- 

ais. Large orifices. Non- 

slogging 1 to 40 ratio 

Quart jar sprays 10 gallons 

$2.95 


Hayes Spray Gun Company World's Largest Manufacturer of Garden Hose Sprayers 
98 North San Gabriel Boulevard, Pasadena, California “thy 


SINCE 1@34 
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clude a far more spacious stock 
room in the rear of the building. 
It has a step-in convenience that 
didn’t exist at the other place. 
Customer displays in the store 
proper can be replenished more 
rapidly to save high-priced labor 
time. 

The improvements also include 
far better lighting than existed in 
the 16-foot-high ceiling at the 
original quarters. Foster found 
that by having a lower ceiling 
much more light could be supplied 
at lower cost. He now has five 
rows of fluorescent lights that run 


the full length of the ceiling from 
front to rear. He also learned that 
by having a store set off to itself, 
instead of being crowded in be- 
tween other stores, he could get a 
lot more daylight by glassing in 
much of the wall space 

Another improvement is an air- 
conditioning system that couldn’t 
be fitted in the old building ex- 
cept at too great a cost and incon- 
venience. 

Still another gain is the ability 
to keep the stock clean. In the 
original crowded merchandise area 
of the old building it took much of 





Gold Medal Cotton Seine Twine 


The favorite of fishermen for generations... uni- 


form, strong, easily worked. 


Gold Medal Continuous Filament 


Nylon Seine Twine 


The finest Nylon seine twine...rotproof, long last- 
ing...requires minimum care. Packaged in indi- 


vidual polyethylene bags. 


...And Now Nyak Seine Twine 

A synthetic twine of great strength and durability 
... Offers the principal advantages of Nylon at a 
saving. Also packaged in polyethylene bags. 


® ORDER FROM YOUR JOBBER 


THE LINEN THREAD C0.. INC. 


418 GRAND STREET + PATERSON 12, N. J. 
Makers of Quality Twine Since 1784 


New York .« 
Boston «+ 


For more information use Handy Return Card, Page 73 


Chicago 
St. Louis 


4 


San Francisco 





* Baltimore «+ Gloucester 


a salesman’s time dusting off items 
kept for sale. Many of them were 
hard to reach. The air condition- 
ing system helps keep down dust, 
but the biggest gain is the easy ac- 
cessibility of every item. There is 
ample walking and viewing space 
between the different display 
groupings. 

One of the fastest moving items 
of Belle Meade merchandise is 
toys. Archey states that toys are 
one-fourth the average year- 
‘round trade. “Toys are no longer 
just a seasonal Christmas trade, 
though, of course, that’s still the 
best time to sell them,” he said. 
“Parents now buy toys for birth- 
days, for holidays. They buy toys 
to bribe a child to be good, to get 
his hair cut, and to eat properly.” 

One line of toy trade that has 
been helped greatly by the move is 
the model vehicle craze that has 
hit the country. Back in the model 
display are model kits of practi- 
cally every kind of plane, auto, 
ship or other instrument of trans- 
portation, both modern and his- 
toric. 

Newspapers tell about a ship go- 
ing down at sea. The kids have to 
have a model kit of that ship and 
reconstruct its miniature form for 
home display. They have to buy a 
kit of the auto that wins in a na- 
tional car race. They buy kits of 
the Lindbergh plane that made the 
first trans-ocean solo flight. Also 
of Old Ironsides, the Concord and 
Merrimac and other sea ships of 
historic fame. Students of history 
classes at school are great custom- 
ers for these kits. 

It goes without saying that such 
a model kit display needs ample 
room for setting up, demonstra- 
tion, and selection. The increased 
volume in this one line is one ex- 
ample of how a lot more elbow 
room can be made to count. 

Mrs. Foster stated that when a 
dealer feels that his trade is not 
increasing as he thinks it should, 
he can well afford to investigate 
the possibilities of a less congested 
store with more ample display 
space to give his stock more cus- 
tomer appeal. She feels that these 
improvements have solved a lot of 
Belle Meade’s problems. 


* 


Chain Competition 
(Continued from page 25) 
chain drug store. Here we made 


a similar inspection with similar 
results. Again the establishment 
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was neat, clean, and inviting. 

Again the stock of competitive 

items was negligible. On leaving 

I asked the hardware dealer how « SPRINKLES 

often he had been inside that drug A 

store. He replied that he had nev- : 

er before been in the drug store. ~ SQUARE 
“I know the manager,’ he ad- 


mitted, ‘and I speak to him. But, IT’S THE NEW 


since he is a chain store man, I al- 


ways considered him an outsider ; 
and not a townsman. So I didn’t SQUARE n 
go in his store.’ 
“By this time the hardware Cl RCLE 
dealer was looking rather solemn 
and thoughtful and as we walked 
back toward his own store it oc- SPRINKLER! 
curred to me that the change that 
had come over him was almost re- SQUARE OR 
markable. When we re-entered his Model 50 CIRCLE 
store, I paused just inside the door. 
“‘*Now, stop here,’ I said, ‘and 
take a good look at your own store. Versatile! 
Then tell me what you see.’ Square ’n Circle Sprinkler by Sherman 
“He looked around and then he sprinkles a square or a circle AT THE TWIST OF SPRINKLES 
looked at me with some humility A KNOB! 
and he said, ‘I understand what Square pattern puts the water where it belongs — 
str Pngegeren It is a pretty apiaid on the lawn. Walks and Drives stay dry! Exclusive 
looking ere compared with those governor for perfect square regardless of water pres- 
we've Jus been in. And I'm going sure. For maximum throw, set for circle! 
to do something about it.’ 
“He said, ‘Get out your order 


book. I’m going to buy some DEMONSTRATE! 
paint.’ 
“TI said, ‘No, I wasn’t trying to DISPLAY! SELL! 


sell you paint. You have a stock 
of our paint. It would not benefit 
me to overstock you on paint when 
you can use that money better in 
other ways. What I was trying to 
sell you was an idea, a merchan- 
dising idea.’ 

“The salesman I was with on 
that call wrote me a note some 
time later, advising me this hard- 
ware dealer is a changed man, that 
he is really doing something about 
modernizing his place of business 
and his ideas of merchandising. E MONARCH Model 

“Which makes me wonder if it 400-1 
wouldn’t be of vast benefit to Precision made, designed for long service and out- 
many other dealers — hardware, standing sales appeal, all new Sherman 
lumber, other lines — to make MONARCH meets eve z 

a ; . MON, meets every demand for controlled 
personal and periodic visitations to 
water distribution. Ball-bearing head, arms and 


the stores of chain competitors. ae a 
That’s the only sure way to find base heavily chrome-plated.15” Spray arm, 11 


out just how serious chain store 11” base. BUILT-IN 
competition actually is in a com- ee FILTER 
a NEW Gold Label ~ 


— 006. TRADE MARK 


New! Amazing! 


Ask your jobber representative about 
“Demo-Pac”. Colorful display and specially 
priced demonstrator sprinkler included! 








Top Quality Sprinkler famous for “saturation” 

150% Gain in Sales sprinkling. Covers 3’ to 55’ circle without flood- Model 
with Modern Planning ing. Chrome-plated head, arms, sled-guide base 0 ZN 
and swivel. Big! 9” high, 11%” spray arm. 
1i”x 11” base. Rugged, colorful. Fully 
guaranteed! 


(Continued from page 27) r 

der the new system of display. 
Floor traffic has been stepped up 

a great deal with the number of H. B. SHERMAN MANUFACTURING CO. 

women shoppers definitely grow- Battle Creek, Michigan 

ing. A monthly installment, long 
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The new symbol 
fPr seritice On gualdy Gutlding mateviele 
throughout the South 


WITH TEN ACRES OF INVENTORY, NINE WAREHOUSES AND MORE THAN 
EIGHTY SALES REPRESENTATIVES, the new Reynolds Aluminum Supply Com- 
pany symbol represents the largest source of supply in the South for quality 
building materials. A variety of building materials, aluminum mill and build- 
ing products, and industrial metals are available immediately. Reynolds Alum- 
inum Supply Company serves wherever you are in the South. Contact the 
representative or warehouse nearest you today for immediate service on 
your building material. requirements. 


REYNOLDS ALUMINUM SUPPLY CoO. 


General Offices: Atlanta, Georgia 
OUR 44th YEAR 


Je WAREHOUSES: Atiente, Georgia + Birmingham, Alabama * Lovisville, Kentucky * Memphis, Tennessee ® Miami, Floride 
Nashville, Tennessee * Raleigh, North Carolina * Richmond, Virginia * Savannah, Georgia 
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term credit arrangement is one of 
the big factors in boosting sales at 
Heard’s. Provision is made for the 
purchase of additional merchan- 
dise without a down payment, pro- 
vided the customer has been 
prompt in meeting the first six 
payments on his account. The 
partners report a tremendous in- 
crease in volume due to this con- 
venience. An average of 115 credit 
customers come in each month to 
make payments on appliances un- 
der this plan. This is a favorablk 
percentage in a town of 5,500 
population, the owners state. At 
the beginning of the modernization 
program, this plan was not of- 
fered 

Gordon Heard was a student of 
business administration at Texas 
Tech College in Lubbock, Texas 
before entering the hardware busi- 
ness. He has applied the principles 
of merchandising learned there 
and store layout technique to 
actual store use. His father’s 30- 
odd years’ experience in practical 
hardware operation, plus the son’s 
study of present-day business 
methods, has formed a winning 
combination. They credit the ex- 
cellent profitable results they 
have achieved to the remodeling 
program. It is still going on 

At the rear of the store, the 
partners are adding a 50 by 70- 
foot mezzanine. It will make the 
entire area behind the wall at the 
office into a sales area. The store 
will then be visible for its entire 
50 by 150-foot space. 

The Heards use wholesalers’ 
broadsides and find their store 
promotions very profitable. Spe- 
cials are run and are found to pay 
off in added sales. More attention 
is being given to floor displays 
Gordon Heard notes, “We have 
taken wire and heavy hardware 
out of the store to our warehouse 
lot at the rear of the building. We 
put a fence around the area and 
have open display of playground 
equipment, wire fencing, pipe, 
and other heavy items. This leaves 
the back of the store available for 
sales.” 

A side door will be set up for 
purchasers of heavy hardware 
Gordon Heard points out that the 
back of the store will have more 
of a rough finish to appeal to 
workers who come in wearing 
their work clothes directly from a 
construction job. Experience shows 
that too ornate a store layout does 
not attract this type of trade too 
well. 

Emin Heard and his son are 
well pleased with the manufactur- 


ers’ packaging that is available to 
dealers. At Heard’s this is coordi 
nated with the open type of dis- 
play used to gain the greatest 
number of sales. They cite hasps, 
hinges, castors, cabinet hardware 
and similar items as being pack 
aged for this type of display and 


tnat Make them 


in appliance accol 
ards, definitely carri 
to the trade 
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Attract the Ladies and... 
Housewares Sales Go Up! 
(Cont P fy ' 


etc., but not t 
did. These items are popula! 
premiums and hardware stores a! 
definitely feeling the competition 

“There is still some demand 
course and there alway will be 
enough to justify stocking a repre- 
sentative line regardless of trad- 
ing stamps, I am convinced. Fo! 
instance, electri rons still sell 
very well despite stamps 

“As the result of this strong 
trading stamp competition in small 
kitchen appliances, we are now 
concentrating on housewares items 
that women use and need every 
day items for which the average 
women doesn’t want to be without 
while waiting months to fill up a 
stamp book in order to obtain it 
as a premium 

“Items we are now pushing 
more vigorously are kitchen uten- 
sils, pressure cookers, cake and 
bread boxes, cast iron ware, dish- 
es rubber products and flower! 
pots and vases 

“We stock a complete line of 
aluminum and copper utensils and 
feature the top brands. Glass cook- 
ing utensils also sell well. And 
there is a continuing demand for 
white enamel ware. You have to 
stock all types to satisfy all of your 
women customers. One will prefe1 
to cook with aluminum ware, the 
next won't use anything but glass 
cooking ware, while another may 
insist upon white enamel ware,” 
Church grins 

“Hardware stores also can in- 
crease their sales of small kitchen 
aids, such as beaters, knives, can 
openers and similar tools by dis- 
playing them prominently. There 
always is a good replacement mar- 
ket for these. We devote one island 
display to them 

“It may surprise some dealers 
to learn of our success with cast 





iron ware. There is a steady de- 
mand for such skillets, pots and 
roasters. We have customers who 
buy cast iron ware and ship it to 
relatives in other cilies where it 
apparently isn’t stocked. Many 
older customers, especially, prefer 
it and spread the word that we 
keep an excellent stock. We use 
one island display for this and 
keep it in the center of the house- 
wares department where it is cer- 
tain to be seen. 

“We do a good job of selling 
small lines of dishes, also. The 
lower priced ones are the most 
popular with our customers, since 
we serve an old area composed 
largely of home-owners of modest 
means. There isn’t enough de- 
mand for us to stock really high 
grade dishes. Most customers ap- 
parently will always look to the 
large department store where 
there is a wider selection than the 
hardware store could ever hope to 
offer, even if space permitted. 

“We keep a window display of 
dishes and change it frequently. 
There is no doubting what a win- 
dow display will do for dishes. 
Christmas a year ago we put in a 
window display some dishes that 
hadn’t been selling too well. We 


put a special price on the set. Re- 
sults from sidewalk traffic came 
immediately. Since then we have 
continued to keep a set of dishes 
in the window, and sales have 
been consistently good. 

“We keep a few bargains going 
regularly to keep the women com- 
ing in. Women are always looking 
for bargains. For example, a regu- 
larly priced 49-cent item may get 
only a passing glance when adver- 
tised at 39 cents. Yet, mark it up 
to 59 cents, then later put it on 
special for 39 cents and you may 
be surprised at the increased sales. 
A 10-cent saving may not look 
very big to some customers, but 
apparently a 20-cent one does — 
whether the customer really needs 
the item at that moment or not.” 

Chas. H. Church & Sons does 
some neighborhood advertising of 
housewares in a community shop- 
pers news sheet and three times a 
year cooperates with a wholesaler 
in mailing out circulars. However, 
these circulars promote many oth- 
er items in addition to housewares. 
They are more seasonal, appearing 
in spring, fall, and at Christmas. 
The store mails them to 2,500 cus- 
tomers. 

The store also participates with 


other Memphis hardware dealers 
in a newspaper advertising pro- 
gram devoted to full page ads at 
regular intervals. 

However, Chas. H. Church & 
Sons is convinced there is nothing 
like the eye appeal of attractive 
wall, window or island displays to 
get women into a hardware store. 

Their own success is convincing. 
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$90,000 Annually 
from Housewares 
(Continued from page 33) 


sive retailer is one of a limited 
number who give salesmen com- 
plete responsibility of buying. It 
is a practice that is growing, and 
this is the way it works: 

Temple Hardware, for example, 
follows the practice on five of the 
major housewares lines, in which 
there has been established a basic 
inventory. Each week, the five 
salesmen representing the five 
major lines check the stock and 
order up to the limit of the basic 
inventory. These salesmen go be- 
yond that point, too. They also 
check the floor display and, if they 
find the display short, they move 
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Kesorler 


ALUMINUM BOATS 


Marine dealers are making money today. 
The boom in boating can add important vol- 
ume for you also. Resorter Boats, one of the 
country’s leading boat manufacturers, now of- 
fers dealerships to qualified hardware retailers. 
You will have a full line of 10 diversified models, 
liberal discounts, prompt delivery, and complete 
factory cooperation. 


Resorter aluminum boats are as sensational in 
performance as they are in appearance. They’re bu 

to last — with a minimum of maintenance. Write io¢ 

details on the 1958 line—and dealership opportunities. 


Distributors and Jobbers: Resorter Boats are avail- 
able with your own brand name. Fully-protected regional 
territories are open for qualified distributors and jobbers. 


RES ORTER 


BOATS 


A Division of Southwest Manufacturing Company 


Dept. SH, P.O. Box 2501, Little Rock, Arkansas 
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in items from warehouse stock. 

There are two pointed advan- 
tages in this procedure from the 
viewpoint of the retailer. The de- 
mands on his time for buying are 
completely eliminated in five ma- 
jor lines. Since replacements are 
ordered each week, the inventory 
need not be so large. 

Store traffic and how to get it 
is no problem at Temple Hard- 
ware. 

Across the street in one direc- 
tion is one national chain store, in 
an adjoining location on the same 
street is another and a third is lo- 
cated across the rear alley. A 
fourth chain store, regional, but 
potent, is also nearby. 

“Chain stores do more advertis- 
ing than independent hardware 
stores, there is no question about 
that,” Sammons commented. 

“This is true in Temple, too. Be- 
cause of our location, centered in a 
concentration of chain stores, we 
find it unnecessary to compete 
with them in advertising dollars 
spent. The combined advertising 
of these four chain stores brings 
traffic into the area. All we need 
to do to get this traffic into our 
store is to have the merchandise 
and have it attractively displayed. 

“There is another factor that 
gives our location an exceptional 
advantage. Across from our front 
entrance is one of the outstanding 
department stores in this section 
of Texas. It attracts the very high- 
est type of trade. 


Quality Items 


“For that reason alone, we carry 
a limited inventory of expensive 
items, such as $100 lamps and ex- 
quisite chinaware. In one of our 
backless front windows, we always 
maintain a refined display of mer- 
chandise that draws the depart- 
ment store customers across the 
street to our store.” 

Along about the middle of 1957, 
Temple Hardware added a new 
and powerful traffic magnet. It is 
the greeting card display and stock 
which, by actual count, according 
to Sammons, brings between 75 
and 125 people into Temple Hard- 
ware daily. 

This greeting card traffic builder 
was acquired after some delibera- 
tion when the original owners, 
formerly located nearby, decided 
to go out of business. Greeting 
cards constitute a self-serving set- 
up, create only minor store re- 
sponsibilities since the card manu- 
facturer’s salesman checks stocks 
regularly and re-orders. 

Sammons professes reverent 





FOR SUPER PROFITS 
only COLORITE gives you both 


for Quality! 


Laboratory tested and con- 
trolled. Surpasses standards of 
U. S. Dept. of Commerce. Un- 
conditionally guaranteed full 
period. No pro-rata charges 


for Price! 


Priced for volume sales! Mer- 
chandised for volume sales! 
Produced for volume sales! 
Manufactured on cost-plus for 
unbeatable value. Display pack- 
aged. 


“GARDEN HOSE 


AT PROMOTIONAL PRICE 
BIGGER PROFITS-BIGGER VOLUME 


As America’s most experienced manufacturer of hose specifically for 
hardware stores, Colorite offers you a complete merchandising 
program to help you sell. Colorite quality, price, packaging are de- 
signed for volume impulse sales . . . bigger profits . . . full mark-up. 
Get the complete Colorite story. Look for the one brand with the 
double OK for price and quality. 


#310 50 ft. Green or red two ply #900 triple tube sprinkler 50 ft. 
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amazement over traffic produced 
and merchandise actually sold 
through presence of the greeting 
card department. 

“One woman came in recently to 
buy a ten-cent card,” he related, 
“and left the store with the card 
and $50 worth of merchandise.” 

Temple Hardware is reputed to 
be one of few in the nation with 
glass front doors that open auto- 
matically, both in and out, in re- 
sponse to weight of one who treads 
upon the rubber mat. In the Tem- 
ple region, Temple Hardware is 
often identified as “the store with 
those doors.” 


Sales Gain—Every Year 
in Housewares 


(Continued from page 34) 


seasonal department,” he added, 
indicating promotion increased 
volume during September and the 
fall months, though volume still 
was heavy in other months. 

About 1,000 handbills were 
distributed from the counter and 
10,000 copies of a spring promo- 
tion “flyer” were mailed last 
spring. 

Prepared with the help of a lo- 
cal wholesaler, the flyer presented 
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CHAN we, LOCK 


No. 420 


You'll hear this profit-sound often when you stock the 
Channellock No. 420. Hundreds of thousands of hardware 
customers lay their money on the line every year for this 


popular plier. They like its pipe-wrench grip 


‘round usefulness. 


its all 


That's why it will pay you to put the Channellock No. 420 plier 
out front for your customers to see...‘‘heft’’... buy. You'll 
be profitably pleased how many times they'll tell you 

to ‘wrap it up”. Let us send you our new catalog 


CHAMPION DeARMENT TOOL COMPANY 


MEADVILLE, PENNSYLVANIA 


It's easier to 


stock just ONE line of pliers 


./t’s PROFIT-WISE to stock the genuine CHANNELLOCK line. 
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excellent housewares values such 
as a measuring cup set, a roaster, 
and a set of salad bowls. From 
September 15 through October 1 
this stimulated a sizable increase 
in traffic and sales. 

“On special merchandise having 
an appealing sale price, we tag 
the merchandise with its regular 
price and sale price. We set up a 
special gondola for sale merchan- 
dise on a table 16 feet long, easily 
accessible, and right near the front 
door where it cannot be over- 
looked.”’ 

In a Christmas gift catalogue 
distributed at Christmas, a special 
section is devoted to gift house- 
wares including such items as TV 
trays, electrical cooking utensils, 
serving tables, portable electrical 
appliances such as frying pans, 
coffee makers, etc. About 10,000 
of these gift catalogues are distrib- 
uted just before November 1. 

“Typical of the housewares pro- 
moted as gift items is a TV tray 
and table of new and excellent de- 
sign and workmanship and mod- 
erately priced. This was stocked 
in the store during October for 
the Christmas season. Cost stock 
in this item alone is about $1,000. 
I say that this item is typical be- 
cause during the holiday season we 
have in stock perhaps 500 to 600 
such luxury items and this TV 
tray is a typical buy,” Strosnider 
explained. 

The company has one display 
window constantly devoted to 
housewares, and this is changed 
every three or four weeks. 

Strosnider’s Hardware buys 
housewares 12 months a year in- 
cluding December. The trade area 
determines what lines and brands 
are to be bought, and only time 
and experience help a dealer in 
determining what to stock, accord- 
ing to this hardware man. While 
buying records are kept as a guide 
to reordering, enough stock is 
bought per item for a 30-day pe- 
riod, on the basis of its rate of 
turnover. New items usually are 
purchased in one-quarter or one- 
half dozen lots and by color and 
size. Less than 5% of the house- 
wares inventory is located in the 
stockroom, and this consists main- 
ly of cleaning supplies. 

“We watch newspaper adver- 
tisements of housewares in the de- 
partment stores and see that our 
prices are comparable. But we 
make no attempt to meet a com- 
petitive price of theirs when called 
to our attention. The only special 
prices are in our spring and fall 
flyers,” he commented. 
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THEY BUY YOU PROFIT! 


YOU can step up your chain sales and profits—by putting 
the Hodell Merchandiser out front in your store traffic. 
Set up your own complete, compact chain department 
right on your floor where your customers can see and 
handle the chains. Requires less than two square feet of 
floor space . . . ask your distributor about it today. 


AND 


Hodell Pailettes 
FAST SELLING SIZES 
OF WELDED CHAIN 


“rehab Proof Coil and BBB Coil chain 
A one » are always in demand. Pailettes 
eed * Lee are the handiest way to bendia, 
Paha isplay and sell them, to home 
“oF COIL cai — om owners as well as 
Pailetle marine and industrial users: 
Order Pailettes from your hard- 

ware distributor now. 


HODELL CHAIN COMPANY, Cleveland 3, Ohio 
Division of The National Screw & Mfg. Co. 
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Southwestern 


PLASTIC PIPE 


from laboratories to 
ENGINEERED 
APPLICATION 
on your job... 





What Engineered Application 
means to YOU: 


Research And Development 
An A fully-equipped laboratory; 
a rigid quality control; constant 
all experimentation in new types 
& broader uses of plastic pipe. 


Fifty Years’ Experience 

A half century in the manufacture 

of pipe. Organized by the founders \\' 
of Texas Vitrified Pipe Co. and the "3 
Canne/to Indiana) Sewer Pipe Co > 
Southwestern is a pioneer in the ig 


plastic pipe field 


Complete Product Line 


All standard sizes in our five 

nes; SOUTHWESTERN 
Kralastic, PVC, Polyethyiene 
Butyrate, Chem-Weld Drainage 
Pipe. and fa//ored dimensions in 
all lines to meet specific needs 


Engineers on Call 

A trained staff of APPLICATION \iw7’ 

ENGINEERS is on cail to con- {3 

sult with you in your pipe needs 3 
“i 


Call, write, or wire for 
information and prices 


“Use Southwestern ..to be sure” 
SAL L4 
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P.O. Box 117 * Mineral Wells, Texas 
Phone FA 656-3344 
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Housewares Promotion 


(Continued from page 36) 


out for display and set up near 
sporting goods. A sale-priced elec- 
tric mixer was also displayed on a 
special stand. The display was cal- 
culated to attract men. And that’s 
exactly what it did. Barbecue 
equipment that was slightly out-of- 
season was sold, as were electric 
mixers and accessories. 

While special attention is given 
to housewares promotion for men, 
the women are not overlooked. 
After all, the new department was 
planned especially to attract them. 
Their penchant for browsing, their 
interest in good value, and their 
instinct for economy are all con- 
sidered here. 

To illustrate how certain spe- 
cialty items are “naturals” for sale 
to women, Bickers points out a new 
detachable electric cord that can 
be used for multiple small ap- 
pliances in a popular line. The de- 
tachable cord provides a good talk- 
ing point for the salesman, who 
tells the prospect that, after once 
buying the cord, she can keep add- 
ing to her supply of electric cook- 
ing appliances. 

Because women are said to read 
advertisements more thoroughly 
than most men, an attractive four- 
page circular, sent out four times a 
year, is devoted entirely to house- 
wares. The sole masculine appeal 
goes into an 8” x 10” double-page 
leaflet, attached to the circular, de- 
voted to sporting goods, plumbing 
fixtures, chain saws, tools, tires, 
and other items that men buy 

Until two years ago, little pub- 
licity was directed at women. Now, 
definite sales have resulted from 
this circular, filled with illustra- 
tions of small electric appliances, 
kitchenware, china, and _ house- 
cleaning supplies. 

Bickers points out that one item, 
seldom called for two years ago, 
although stocked, was the punch 
bowl set. Through promotion, the 
punch bow! has since developed in- 
to a fast turnover item. When sets 
are played up in advertising or 
displayed on small stands, isolated 
from other housewares, they sell 
fast. 

Although the store does a large 
credit business on open accounts, 
more housewares are sold on a cash 
basis than other items. More ex- 
pensive items are often placed in 
lay-away, a service regularly pro- 
moted. Bickers believes that cash 
sales on housewares were realized 
through newspaper and circular 

















FOLLANSBEE 
Quick Lock 
STOVE PIPE 


Your customers will like the 
quick, easy way Follansbee 
Quick Lock Stove Pipe locks 
into joint. It can be closed 
without tools, will not slip and 
makes a joint that stays fast. 

Stove Pipe is just part of 
the complete Follansbee line 
which is available to your cus- 
tomers. You can offer also the 
accessories which round out 
the line—items like: elbows, 
angles, tees, collars and all 
types of reducers. 


A Complete Line Available 


Su 


Stove pipe Reducers 


Stove pipe elbow and tee 


Shipped in sturdy, corrugated cartons 
See your jobber or write 


SHEET METAL 
SPECIALTY DIVISION 


Box 667 Follansbee W.Va. 


FOLLANSBEE 


f A Division of 
Mm) STEEL CORP. 
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Bassick Casters! 


ibe ey 


an impulse item? 


Yes, with card packaging display- 
ed on pegboards or in glass bins. 


You know how shoppers “browse” 
through stores these days 

It’s a practice you can turn to profit- 
through caster sales. And Bassick’s card- 
ing of five best selling caster styles makes 
it easier than ever 

The cards show the produc ts attrac- 
tively, illustrate the applications, make it 
easy for customers to see, feel and select 
casters. Ideal for self-service or semi self- 
service selling in both hardware and 
housewares de partments. And unit sales 
go up, too—the cards sell a set of four; the 


different styles suggest many applications 


Floor Protection Headquarters 


Set up a floor protection headquarters 
in your store with these carded casters 
and other related items Top quality 
Bassick casters, rubber cushion glides, 
Bassick “No-Mar” non-marking rests and 
furniture cups, and Bassick feltoid tips 
Tue Bassicxk Company, Bridgeport 5, 
Conn. In Canada: Belleville, Ont. 8.12 
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advertising, as well as through the 
store’s recent reputation for being 
a good place to browse. 

Housewares are displayed to en- 
courage impulse buying among 
men and women. On entering the 
front door, customers are routed 
through houseware displays. Neat 
little signs, resembling miniature 
billboards, are spotted on tiered 
tables. 

Men, as well as women, place 
housewares in lay-away. Before 
housewares received promotion, 
sporting goods topped other items 
in lay-away. Now, housewares lead 
throughout all seasons. And many 
of these lay-aways represent men 
who buy housewares because they 
like to use them. They place an at- 
tractive electric appliance in lay- 
away with as much evident pleas- 
ure as they likewise do a gun or a 
fine fishing outfit, according to 
Bickers. 

Housewares, 
make pleasant 
men and women. 

A successful housewares depart- 
ment, says this buyer, depends 
largely upon stocking the newest 
and most attractive items. Bickers 
devotes much time to sales repre- 
sentatives who offer new lines. 
From them, he learns about the 
new gadgets women read about in 
their magazines. And he tries to be 
the first in his area to stock these 
fast-sellers. 


Bickers advises, 
buying for both 
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Here Come the Brides 
(Continued from page 39) 


mother come in, register and se- 
lect a marine blue ribbon as the 
bride’s color. This information is 
entered on the page of the regis- 
tration book reserved for this spe- 
cific bride, so that thereafter all 
merchandise bought at the store 
for this bride will be tied with 
marine blue ribbon 

When the bride registers, she 
makes a list, directly under her 
name and color, of the various 
housewares items she needs for set- 
ting up housekeeping. Some go so 
far as to list after the name of 
the item the suggested price to be 
paid for it, and Gosnell encourages 
this, because it tends to elevate the 
average price paid per item. 

The Bride Book remains on the 
wrapping counter of the house- 
furnishings department at all 
times. When a friend or relative 
of a certain bride comes in to buy 
her a gift, she gives the clerk the 
name of the bride and the clerk 
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4 BRITE Plated bolts and 
nuts in the 75 fastest- 
selling types and sizes. 


All bolts BRITE Plated. 
Nuts on. 


4 . Complete selection of 


In BRITE new cartons con- 
taining small quantities 
(10 to 50 pieces). 

These products are in 
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penalty for plating small 
quantities. 


SIZE OF 14° deep 
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checks the bride’s list and tells 
the customer what items already 
have been bought. She asks the 
customer to scan the list, as a 
means of suggesting something 
that the bride wants and needs 
and which has not already been 
purchased for her. This service is 
an aid to gift-givers and saves the 
time of salespeople as well, Gos- 
nell points out. 

As the items listed by the bride 
are purchased for her, the sales- 
woman who handles the trans- 
action marks each item from the 
list at time of the sale, so that there 
will be no slip-ups. This guards 
against two persons buying the 
same article for the same bride 
and is a service brides and their 
mothers appreciate. 

Immediately after the wedding, 
the company checks the bride’s list 
If there are some articles not 
marked off, a saleswoman in the 
department telephones or writes 
the bride’s parents and tells them 
the items which were listed by the 
bride but not bought for her. In 
many cases, the parents then come 
down or telephone and have these 
articles sent to the bride upon her 
return from the honeymoon. 

The company also presents each 
bride with a gift from the depart- 
ment, tied with the bride’s select- 
ed colors. The item usually is one 
from her list and it bears a card 
from the store, wishing her a happy 
marriage. 

An offer which appeals to most 
brides and their mothers is the 
company’s policy of exchanging 
any duplicate item for the bride. 
If a friend purchases a bread box, 
for example, at another store and 
a relative buys a bread box from 
Southland, obviously there is a 
conflict, since the bride needs only 
one bread box; so she may bring 
back the one that was purchased 
at Southland and exchange it for 
any other housefurnishing article 
of like value. 

“This policy has a surprisingly 
wide appeal to brides and their 
mothers,’ Gosnell declares. “Ap- 
parently there are a lot of duplica- 
tions among the gifts of a popular 
bride, and when the bride is per- 
mitted to trade us surplus articles 
without penalty, she remembers 
our store and becomes a regular 
customer, even though she may 
not have been before the wedding.” 

The company runs about three 
full-page advertisements in the 
tabloid-size local magazine sections 
of two Houston Sunday papers, in 
which the bride is featured and 
the registration plan is sold. These 
advertisements start in March and 
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MAGIC SHOVE 


with DOUBLE-TAPER FORGING and 5 hidden-value features 


[Saat L LITE) 


STEEL LITE 


ASTEEL- LITE 


STEEL LITE} 


(STEEL LITE) 


Exclusive shock band ... takes shock of heavy 
work without handle breakage 


Forward forged steps at no extra cost 


Burntcote handle of selected ash extends 
complete length of socket 


Perfect down center balance ... it feels light, 
it's Steel-Lite 


The only light-weight shovel with all the 
features you've asked for 


Oo. AMES CO. vin 


BLADE UNCONDITIONALLY GUARANTEED 


See your Ames distributor for complete details. 





run intermittently until the latter 
part of May or possibly the first 


The Nia Sunday in June. Seldom any later. 


These page advertisements not 


W to only explain the registration plan 
Profitable OY but list a few higher-priced house- 
furnishing items. The larger ar- 

ud Stock ticles are featured here because the 

Sell (WW advertisement appeals basically to 
the bride’s parents, and the listed 
articles are a subtle suggestion for 


FAMOUS askehaye.4 them and at the same time the 


copy urges the bride to register at 


AND JUNIATA wine > “apot’ 

An occasional radio “spot” fea- 
tures the bride registration plan, 
lat and Mule Shoes and these spots are confined to the 
three spring months in which the 
bulk of the advertising appears 


HANDY !0 PAIR Sales All Year 
DISPLAY PACK Although the advertising appears 
during the “marrying months” the 
company pushes the registration 
program throughout the year and 
every month brings a share of the 
bride business. “We push the idea 
in the spring,” Gosnell explains, 
“not because these months are so 
important, statistically, for wed- The Modern Line practically 
dings but because most girls do sells itself. The many exclu- 
think of marriage in the spring, sive, top-quality feneuces are 
and even if they don’t marry until easily seen and appreciated 
December, it’s on their minds in the by your customers. Such fea- 
spring and they see our advertis- tures as precision design, 
Seonantent Sine for Caner ing and remember us when they rugged, all-steel construc- 

do head for the altar. tion, big capacities and 
Permits Stocking Representative The housefurnishings depart- color-styled automobile 
Patterns With Small Investment ment has an annual stock turnover fnish 
of 4.57, and Gosnell credits this : 
Easy to Handle on Counters bride program at least partially In addition to this, the 
and in Stock Room in helping maintain this volume Modern Line is now adver- 
: Another factor that helps turn- tised to over 3 million con- 
Over 300 Patterns and Sizes—also over indirectly is the warehousing 
available in 50- and 100-Ib. cartons plan, which provides for storing 
: ; ‘ all housewares items less than 14 
Here's the convenient way to realize extra profits, . 
with minimum invesiment, from horse end avle inches long in a section walled off Get the complete story to- 
shoes. With the new 10 Pair Pack, you need to from the sales floor, so that it is day on the Modern Line 
stock only the most popular patterns and sizes for not necessary to show large stocks ... the line that’s easier to 
Fin the ee on ee of any item, even though in brisk push for profit. 

demand. This makes for more dis- 


selection list and prices and free booklet “How to 
Care for the Feet of Your Horses and Mules.” play area for all merchandise. All THE 


articles longer than 14 inches go 
PHOENIX MANUFACTURING COMPANY to the company’s regular ware- MODERN 
JOLIET, ILLINOIS : 
house, detached from the store, LINE 
1882 , ; ine . ae 
and replacing them requires long- 
World's Largest er than for restocking from the IS THE 


Manufacturer 


small-article warehouse adjacent 
of Horse, Mule TOP QUALITY 


and Racing Shoes to the department. 
Gosnell displays all merchan- LINE 
dise on gondola fixtures, so that 
Horseshoe Products Division 825 the department is largely self- wl 
Phoenix Manufacturing Company * Joliet, Illinois service, although there are ample ft YP 
Sredactcen mf; 12 foe tack ond ws teat "Mow | salespeople on hand to help cus- & 
tomers with their selections. 
The gondola that sells merchan- rr rele e rr 
dise faster than any other in the 
department is that one which fete] & die co. 
shows glass ovenware, Gosnell 
5389 W. 130th St. Cleveland 11, Ohio 


says. 


sumers in leading house- 
hold and gardening mag- 
azines 
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CONVENTION DATES 





Alabama Retail Hardware Association 
—Convention and exhibit, Coli- 
seum, Montgomery, Feb. 8-10, 1958. 
Headquarters: Hotels Whitley and 
Jefferson Davis. Charles Giles, Sec- 
retary, 409 N. 23rd St., Birmingham. 


Arkansas Retail Hardware Association 
—Convention and exhibit, Robinson 
Auditorium, Little Rock, Feb. 16-17, 
1958. J. Wayne Tisdale, Executive 
Secretary, 402 Rector Building, Little 
Rock. 


Hardware Association of the Carolinas 
—Convention and exhibit, Radio Cen- 
ter, Charlotte, N. C., Feb. 18-20, 1958. 
Headquarters, Hotel Charlotte. Mar- 
tin Kaelke, Secretary, P. O. Box 6215, 
Charlotte, N. C. 


Kentucky Retail Hardware Association 
—Convention and exhibit at Ken- 
tucky Hotel, Louisville, Feb. 4-6, 1958. 
Edward H. Keiley, Secretary, 501 Re- 
public Building, Louisville 2, Ky. 


Louisiana Retail Hardware Association 
—Conventicn and exhibit at Belle- 
mont Motor Hotel, Baton Rouge, Jan. 
26-27, 1958. David O. Mansfield, Sec- 
retary, P. O. Box 1696, Jackson, Miss. 


Mississippi Retail Hardware Association 
—Convention and exhibit at Hei- 
delburg Hotel. Jackson, Feb. 23- 
24, 1958. David O. Mansfield, Secre- 
tary, P. O. Box 1696, Jackson, Miss. 


Southern Wholesale Hardware Associ- 
ation and American Hardware Manu- 
facturers Association — Joint conven- 
tion, New Orleans, La., April 13-17. 
Headquarters, Roosevelt Hotel, T. W. 
McAllister, P. O. Box 216, Winder- 
mere, Fla., Managing Director, 
SWHA. A. L. Faubel, 342 Madison 
Ave., New York 17, N. Y., Secretary, 
AHMA. 


Tennessee Retail Hardware Association 
—Convention and exhibit at Fair 
Grounds Coliseum, Nashville, Feb. 
23-24, 1958. Headquarters: Andrew 
Jackson Hotel. Charles G. Brown, 
Secretary, P. O. Box 784, Nashville, 
Tenn. 


Tri-State Hardware & Implement As- 
seciation—Convention at Herring 
Hotel, Amarillo, Texas, Feb. 9-11, 
1958. R. B. Allen, Secretary-Manager, 
1408 4th Ave., Canyon, Texas. 


Virginia Retail Hardware Association 
—Convention and exhibit at Hotel 
Chamberlain, Fort Monroe, Feb. 9-11, 
1958. George T. Omohundro, Jr., Sec- 
retary, Scottsville, Va. 


West Virginia Hardware Association 
—Convention and exhibit at Daniel 
Boone Hotel, Charleston, Feb. 23-25, 
1958. James C. Fielding, Managing 
Director, 1628 McClung St., Charles- 
ton 1. 





TAYLOR MADE CHAIN is 


tape-measured 
and COlOr-coded 


e Fast, Accurate ® Positive 
Measurements ifoE-tebabaleot- bales 


—~) (a 
2 Sal 


a ee RY L OQ ae 


- 


USA 
PROOF 


® Quick, Easy Sales 


color coded RED 
color coded GREEN 
color coded BLUE 
color coded ORANGE 


Taylor’s color-coding and tape-measuring help you and 
protect you three ways. Chain is color-coded for grade. 
Taylor’s famous brand name and the grade is clearly 
printed on each tape. Colored tapes are located at five-foot 
intervals. The obvious result is more satisfied customers, 
fewer costly mistakes in grade and length . . . faster sales 


and more chain profits for you! 


BBB, PROOF COIL packed 
in handy metal TAYPAILS 


TM Taypails with Color-coded and 
Tape-measured BBB and Proof 
Coil Chain are best sellers with 
jobbers and dealers everywhere 
Stack easily for effective mass 
displays—hold approximately 100 
pounds of 3/16", 1/4", 5/16” or 
3/8” TM BBB or Proof Coil Chain. 


Advertised in Business Week, Stee/ and 


other /eading business publications 


Chain 19 OUP specialty, not our sideline! 


Taytor Mave +o pen en so: 


S Pitts 
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M-62T Merchandiser panel and complete display stock of 13 Irwin 62T hand brace bits. 
One each of sizes 4, Hs, 24, Xs, 49, Me. %. Me. 4. "Ne. Ye, "Ne and 1”. Pay only $10.37 for 
display stock of 13 bits and free panel. Retail valve of display stock is $15.56. 


Free Irwin Merchandisers 


fit small space, step-up self-serve sales, build bigger volume 


Here is a timely offer that brings you the industry's first 
modern wood bit merchandiser displays and the first modern 
wood bit display package—Irwin’s new self-selling dress-up 
jacket. And remember: You only pay for the small display 
stocks needed to put the two new Irwin Merchandisers to work 
in your store. The panels are free. The new Irwin Sellopak 
dress-up jacket costs nothing extra. 


Mount either panel with display stock in only 1434” of space 
—on wall, door, peg board, end of island table. And depend 
that the sturdy all-metal display panels with their handsome 
3-color baked enamel finish and permanent-type hooks will last 
for years. Order from your Irwin wholesaler today. 


M-88 Merchandiser panel and complete stock of 20 Speedbor 88" 
electric drill bits. Two each of sizes 4, %, 4, %, %, % and 1”. One 
each of sizes 34, %5, %, "Ye, "Ng and "4". Pay only $10.00 for display 
stock of 20 bits and free panel. Retail valve of display stock is $15.00. 


Order from your Irwin wholesaler today 
The Irwin Auger Bit Company 
at Wilmington, Ohio, USA, since 1885 
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INFORMATION CENTER 


BOOKLETS @ NEW PRODUCTS © ADVERTISEMENTS 


Help yourself to free literature 
and more details on any prod- 
ucts or sales aids mentioned in 


this issue. 


Instead of writing a dozen different manufacturers for free 
literature and more information on new products, and sales aids, 
just insert in the appropriate space provided on one of these 
postage-free cards the key numbers of the items in which you 
are interested, and drop the card in the nearest mail box. 

Use the cards also to get details on any advertisement— 
just insert the name of the company and page number in the 
space provided. 


I 2 aslislentnietininntienastniiamiialation 
EEE TT SPM OO LR 





ape 


These cards 
can help 
you get 
valuable 

information 


Postage 
Will be Paid 


by 
Addressee 


Southern Hardware 


806 PEACHTREE ST. N. E 
ATLANTA 8, GEORGIA 


Postage 
Will be Paid 
by 
Addressee 


Southern Hardware 


806 PEACHTREE ST. WN. E 
ATLANTA 8, GEORGIA 


No Postage 
Stamp Necessary 
lf Mailed 
in the 
United States 


—- 
— 


No Postage 
Stamp Necessery 
If Mailed 
in the 
United States 














“Over 2 million Southern farm 
buildings covered with USS Ten- 
neseal Roofing!” That’s a lot of 
roofing . . . and the only reason 
Southern farmers bought so much 
of it is that they found it does the 
job that good roofing should do. 
That’s why Tenneseal V-Drain 
Roofing is easier to sell. Don’t try 
to switch your customers to less 
popular brands ... show them 
easy-to-sell Tenneseal. 


= 














TENNESSEE COAL & IRON 


DIVISION 


“T here’s more American Fence in 
use than any other brand!” That’s 
one reason why good, old reliable 
USS American Fence is a friend 
to the dealer who stocks it. Amer- 
ican Fence is so well known and 
so highly respected that it is 
easier to sell. 

Your customers know USS 
American is a quality fence, so 
they have less sales resistance to it 
than to less popular brands. 


United States Steel Corporation - General Offices: Fairfield, Alabama 


District Offices: Charlotte - Fairfield - Houston - Jacksonville - Memphis - New Orleans 


Tulsa 


Quality Steel Products for the Farm 


UNITED 
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DEALER SALES AIDS 


Jack Knife Merchandiser 


A 4-color panel which displays 18 
pocket knives with all blades open is 
offered by Camillus Cutlery Co., Ca- 
millus, N. Y., and is designated the 
#58 Master Marketer. 

The merchandiser is ready to use 
as received; the knives are mounted 
at the factory with each identified by 
number and pre-priced. The case is 


of natural-oak finish and double- 
strength glass. The display panel 
may be removed for selling or re- 
placing the knives. Special spring 
clips are said to make remounting 
easy. 

The Master Marketer fits all types 
of counters and islands, and comes 
complete with merchandising aids 
and back-up stock. For more infor- 
mation— 

Write in No. V1 on card, pg. 73 


Garden Hose Needs 


The Allenco  carded-rack-assort- 
ment of garden hose needs is offered 
by W. D. Allen Manufacturing Co., 
Chicago 6, Il. 

Basic offer provides the rack at no 
charge with dealer’s option of a 
standard assortment at $51.60 list or 


76 





any assortment he specifies having 
total list of at least $50. Standard 
assortment includes nozzles, spray, 
couplings, menders, siamese and 
gooseneck, a total of 51 units, each 
individually bubble-packed and pre- 
priced on cards. For more informa- 
tion— 
Write in No. V2 on card, pg. 73 


Nozzle Assortment 


An assortment of nozzles displayed 
in a compact counter-sized box is of- 
fered by H. B. Sherman Manufactur- 


For more information on these sales 


aids use the free post card on page 73 


ing Co., Battle Creek, Mich. Desig- 
nated “Nozzle-Pac” No. 10, the as- 
sortment contains six each Lever- 
Lock spray nozzles, No. 159; six Gold 
Label nozzles, No. 155; six Diamond 
nozzles, No. 161; and six new Jet 
nozzles, No. 165. 

Cartoon on back display panel 
urges nozzle sales. The unit contains 
$33.90 worth of nozzles at retail; 
sells to dealers for $22.60. For more 
information— 

Write in No. V3 on card, pg. 73 


Matting Merchandiser 


Warp Brothers, 1100 N. Cicero 
Ave., Chicago 51, Il., is introducing 
a new cut length of Plast-O-Mat, 
ribbed polyethylene matting, in a 


display merchandiser. Packed one 
dozen, 5-ft. lengths to a display, the 
package is designed as a “take-home” 
item. The three-color display is free 
Plast-O-Mat may be used as a 
floor runner, shelf liner, sink mat, 
table top cover, etc. It is still avail- 
able in bulk rolls in standard 30-inch 
width. For more information— 
Write in No. V4 on card, pg. 73 
(More Sales Aids page 79) 
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switched to a Gamble dealership!” 


Says Bill Harbin, 


Versailles, Ind. 


BIGGER PROFITS, easier store management, more 
satisfied customers—that’s the experience of 
Bill Harbin since he switched to a Gambles 
dealership. 

In his first year as a Gambles dealer he 
racked up a whopping 48% increase in sales, 
thanks to Gambles complete program of dealer 
assistance—top-notch merchandising help; effi- 
cient warehousing; ‘“‘supermarket’”’ ordering 
(with pre-paid delivery right to the store). 

Add to this a dynamic advertising program, 
effective store planning, value-packed merchan- 


om 

> 
. 

+ 


* @ 
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dise selected by experienced buyers, proven 
accounting services plus helpful financial guid- 
ance— and you have the kind of plan that means 
success . . . security . . . and independence in 


America’s Home Town Store. 


TAKE THE FIRST STEP now toward a bright 
future as a Gambles dealer. Send for this 
free booklet “‘Planned Success,”’ outlining 
the most successful dealer-assistance plan in 
the entire retailing industry. No obligation, 
of course. Just write Dept. 58, Gamble- 


—- Skogmo, Inc., 15 North 8th Street, Minne- 
apolis 3, Minnesota. 


B=... DEALERS MAKE MORE MONEY 
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+298 value « only 2.48 





It's the top value in the field at the regular 
price of $2.98... but what a buy it is for 
your Hardware Week customers at $2.48! \ 
Order the No. 506 Deal now. Includes 6 
No. 507W-White enamel can openers in 
a self-selling counter display, Total retail 
value $14.88, less your regular discount. 


SWING -A-WAy 
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©. Ames Co., Parkersburg, W. Va., 
is offering a wide variety of ad mats 
on its full line of garden tools. Avail- 
able in one column size, the mats pro- 
vide generous space for imprint and 
price. A proof sheet showing avail- 
able mats is available upon request. 
For more information— 

Write in No. V5 on card, pg. 73 


Rain Jet Corp., 6253 Hollywood 
Blvd., Hollywood 28, Calif., has avail- 
able a detailed and fully illustrated 
instruction sheet showing how to 
plan, lay out and install a Rain Jet 
sprinkler system. In addition to in- 
structions, there are templates for 
each of the 12 heads in the line to 
facilitate planning the locations of the 
sprinkler heads on the drawing. Also 
offered to dealers is a 10%” x 14” 
display rack, with an initial balanced 
assortment. The heads are packaged 
individually in color-coded cartons. 
Net to dealer is $42.60 with a 33-1/3% 
mark-up. A supply of envelope stuf- 
fers and instruction sheets is includ- 
ed with each rack shipment. For 
more information— 

Write in No. V6 on card, pg. 73 


Tennessee Coal & Iron Division, 
United States Steel Corp., Fairfield, 
Ala., offers dealers promotional items 
which include folders, leaflets, and 
the Farmers and Ranchers Handbook. 
Color folders feature such items as 
the Griptite Staple and Ranger 


Barbed Wire. Also available to deal- 
ers is a library of films designed for 
showing to farmer, civic, social, and 
educational groups. Films may be bor- 
rowed without charge, with a film 
catalog supplied on request. For more 
information— 
Write in No, V7 on card, pg. 73 


Republic Steel Corp., 3224 East 45th 
St., Cleveland 27, Ohio, offers the 
Blue Ridge Roofing 15-piece kit for 
dealers which contains dealer infor- 
mation and sales guide folder, news- 
paper ad mat sheets, publicity release, 
catalog sheet, radio spots, and full- 
size samples of window banner, hang- 
er or counter card, and consumer 
folders for Blue Ridge and other Re- 
public farm products. If dealer wants 
ad mats, or sales material in bulk, the 
kit includes a postage-paid order 
card. For more information— 

Write in No. V8 on card, pg. 73 





Correction 

Swan Rubber Co.’s garden hose 
merchandiser, pictured in SOUTH- 
ERN HARDWARE’s December Di- 
rectory of Sales Aids, is not free as 
described, but is available for 10 
dollars to dealers who place any 
1000-foot order for Swan garden 


hose. 











The Yale & Towne Manufacturing 
Co., Stamford, Conn., provides carded 
hardware as a dealer help in boosting 
sales. The company also advocates 
the use of mounted samples on dis- 
play boards as a permanent mer 
chandising idea. Package merchan- 
disers are offered by the company 
for location in such strategic positions 
as next to the cash register, on the 
counter, in the window, or near tie 
in merchandise. All merchandisers 
are in bright colors and polyethylene 
bags are used to package many of the 
products. For more information— 

Write in No. V9 on card. pg. 73 


Wooster Rubber Co., Wooster, Ohio, 
offers dealers a free dispensing unit 
for its shelf and storage area rubber 
coverings, Rubbermaid Shelf-Kush- 
ion, which comes in 45’ rolls. Mer- 
chandising aids for dealers stocking 
the product include window and wall 
banners, and consumer folders which 
feature additional home uses for the 
rubber shelving. For more informa- 
tlon— 

Write in No. V10 on card, pg. 73 


Molly Corp., Reading, Pa., has 
available for dealers: metal merchan- 
diser #612 containing 600 Molly 
screw anchors and 12 utility plugs; 
cardboard counter display #200 con- 
taining 200 screw anchors, 2-color 
leaflet on screen anchors; 2-color, 





For steam, hot or cold 
water, oil, gas and 
compounds. 


a he 


KILL 


WEEDS 
AND 
pests! 


STOP 


‘pLANT 


| SPRAYERS 
and DUSTERS 


MADE 
TO SELL 


Make Your Spring Profits 
Grow 
For over 50 years, DOBBINS 
has been a reliable source 
for dependable sprayers 


with DOBBINS. 


’ 
EiZetea and dusters. . . fully guar- 
anteed against defects in 
materials & workmanship. 
WRITE TODAY—for FREE 
copy of new DOBBINS illus 
trated catalog 


DESIGNED for rugged service. 200 
pounds pressure. These valves can’t 
stick. They are also available with 
rubber poppets for use with air or 
cold water. Operation is noiseless. 

Very sensitive in operation. Work in 
any position. Made in seven sizes. We 
will design special Check Valves. ‘ 
DOBBINS DIVISION 


“rs ‘ 
Write today for Bulletin 204 or telephone Chamberlain Corporat 
ration 


James Tannehill, Harrison 3313 today. ations, GE Ge a 4 = 
STRATAFLO PRODUCTS, INC. 2) 


Fort Wayne, Indiana 
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leaflet on Hi-Speed Installer; 2-color 
leaflet on utility plugs; 2-color leaf- 
let on Molly Jack Nut; 3-color, 21” 
x 9” window streamer featuring Molly 
screw anchors; and newspaper mats. 
For more information— 

Write in No, V11 on card, pg. 73 


American Tackle and Equipment 
Co., “A” and Somerset Street, Phila- 
delphia 34, Pa., is publishing a month- 
ly newsletter for fishing tackle deal- 
ers. The publication is designed to 
give tackle dealers information sco 
they can make more profit. The com- 
pany also makes available through 
its salesmen a package of 26 pro- 
motion pieces for dealers including 
national ad blow-ups, window stream- 
ers, banners, and radio-TV spot an- 
nouncements. For more information— 

Write in No. V12 on card, pg. 73 


Camillus Cutlery Co., Camillus, N. 
Y., offers the following sales aids in 
connection with promotions of the 
Camillus and Camco pocket knife 
lines: the #58 Master Marketer, a 
4-color panel which displays 18 
pocket knives with all blades open, 
complete with merchandising aids 
and back-up stock. Ready to use as 
received; the knives are mounted at 
the factory with each identified by 
number and pre-priced. Case bas 
natural-oak finish and double 
strength glass. Other cases include the 
#5600 for the display of 12 and the 
# 56-24 for the display of 24 pocket 


knives. Glass front panel with limed 
oak frame protects and display 
knives in open position. Panels on 
both displays fit into locked wood 
storage cabinet base or can be used 
for wall or window display. Avail- 
able without extra charge through 
Camillus wholesalers. Also available 
free of charge are window streamers 
in three colors, pennants in three col- 
ors, free newspaper mats, catalog 
sheets, and special promotion tips. 
For more information— 
Write in No. V13 on card, pg. 73 


Champion DeArment Tool Co., 
Meadville, Pa., offers dealers a wide 
range of sales aids including imprint 
book matches, display boards and 
display rolls, newspaper mats, count- 
er signs, decals, envelope stuffers, 
and counter coats for sales personnel. 
Display boards offered include No. 26 
which is designed as a permanent dis- 
play. The 26 different pliers are fast- 
ened on the board which is *%4” ply- 
wood, measuring 24” x 30”. Display 
boards 57, 75-A and 87, of the same 
size, are dispensing boards contain- 
ing selected assortments or the com- 
plete line of pliers. No charge is made 
for the boards when merchandise is 
purchased, boards remaining company 
property. Small 41%” pliers available 
in five different patterns are mer- 
chandised on 3-color display board 
and are also available in a velvet 


lined fitted case. Advertised as Chan- 
nellocks “Little Champ” pliers. A 
counter promotion kit contains nine 
of the Heavy Duty Slip Joint pliers— 
four 6”; three 8”; and two 10” pat- 
terns. Each plier is individually zar- 
toned and all nine pliers are pack- 
aged in a blue and white on silver 
foil carton. Offered free is the 3 
color Salesmaker which sells any 
three Channellock pliers of the deal- 
er’s choice (plus a place in front for 
the No. 424 Ignition Plier). A self- 
contained easel and eyelet puts the 
display to work, on the counter or on 
the wall. For more information— 
Write in No. V14 on card, pg. 73 


Adjustable Clamp Co., 437 N. Ash- 
land Ave., Chicago 22, Ill., offers free 
electros and mats to interested deal- 
ers for its “Jorgensen” and “Pony” 
clamps (“C” Clamps, Clamp Fixtures, 
Bar Clamps, Handscrews, Press 
Screws, etc.) Also a wide variety of 
pages and stuffers for counter use, for 
“homecrafters,” school shop teachers, 
welders, woodworkers, etc., are avail- 
able. For more information— 

Write in No. V15 on card. pg. 73 


Swan Rubber Co., Bucyrus, Ohio, 
offers to dealers a wide variety of 
free retail sales-aid items on its gar- 
den hoses, including book matches, 
envelope stuffers, “small item” en- 
velopes and pocket protectors. The 











Sarto Power Mower 


For a QUICK job on a smooth lawn or tough weeds you can't 
beat a SARLO Power Mower. They are precision built for 
safety and are so easy to push that even children can 


handle one. 


SARLO Power 
inch cut with a special double- 
edge blade and is powered by a 
2 h.p. to 4 h.p. Engine, choice 
of Clinton or Briggs & Stratton 
moving parts have 
ball bearings. 


motor. All 


Jobbers- 
Retailers in 
the South: 
For a real 
profit and 
volume mower 
choose SARLO. 


Manufactured by 


FORT MYERS IRON WORKS 


2315 Anderson Ave. 


FORT MYERS, FLORIDA 


ae Le 


Mower has a 21 


Write or Wire for Com- 
plete details. SARLO 
sales program with 
special aids and mer- 
chendising all add up 
to profits for you. Con- 
tact Arnold Sarlo, Sales 


EDison 5-8341 











ROPE 





FITLER 


MANILA 
—THE PREMIUM 


ROPE 


ee 


Sold for Your Convenience In 
OCTAGONAL BOXES 


Fitier Rope is now treated with a new rotproof- 
ing known as Fungi-Static which arrests the growth 
of mold, mildew, Fungi and bacteria. It is this 
inner, finer quality at no extra cost that makes 
Fitler a premium rope and the best buy for you. . . 
identified by the Blue and Yellow label. 


SOLD BY HARDWARE DEALERS EVERYWHERE 


THE EDWIN H. FITLER CO. 


EST. 1804 
PHILADELPHIA 24, PA. 
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The 
COMPLETE 
‘SPORTS 
Brits 7 


“* 


i ba phe 


% A complete line of sports equipment 
High-quality insures repeat sales 
Nationally famous brand name 
All price ranges 
Approved Youth League equipment 
MacGregor golf balls and tennis equipment 
Complete catalog presentation of line 
Quick delivery from wholesaler 
Faster turnover — higher profits 


Why not send your sales figures up and up. Make Draper- 
Maynard your one brand, complete line of sports equipment. 
Write today for full information, catalogs and name of your 
nearest Draper-Maynard wholesaler. 


DRAPER-MAYNARD 
Sports Equipment 


4861 Spring Grove Ave. * Cincinnati 32, Ohio 





NOW... 


2 POPULAR SIZES 
ROLL-A-GLIDE 


BALL BEARING CASTERS 


ROLL-A-GLIDE * 


BC-1 1 th el BALL BEARING CASTER 


« 39: 


oC- 2 13/16" LARGE BALL — CASTER 


bo bec ? large bal! ro c 
smaller ones. Sensat edt et 


of similar coasters 





Roll-A-Glide Casters go in easily, stay on! 
Hardened, nickel-plated balls and housing! 
Roll smoothly on all surfaces 

Fit ALL furniture legs! 

Colorful, eye-catching display card sells itself! 


ONE-STOP BUYING when you orc yo boll bearing caste 


slong with Ame Me!-l-Art Upholstery Noils 


ad Pres Tock: r ore s of the Americon Tack Co 


AMERICAN TACK COMPANY, INC. 
Flatiron Building, New York 10, N. Y 


Ship the following and bill through jobber below 
(ipocked | dozen to cortor 


doz. cords BC 


ords BC.2 


Compony nome 
Address 


Jobber s name 
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company, in addition, has designed 
the Swan “Merchandiser” metal dis- 
play stand which, with casters, may 
be moved about the store or outside 
to attract sidewalk traffic. For more 
information— 

Write in No. V16 on card, pg. 73 


Daisy Manufacturing Co., Dept. 
3837, Plymouth, Mich., has created a 
free dealer promotion package con- 
sisting of: a pyramid gun display 
(cowboy hat size) die-cut to hold any 
Daisy and card; a display card for 
the pyramid, and a newspaper ad- 
vertising mat. For more information— 

Write in No. V17 on card, pg. 73 


O. F. Mossberg & Sons, Inc., P. O. 
Box 1302, New Haven, Conn., makes 
available to dealers 8-page consumer 
folders for enclosure with mailings or 
counter use; a 6-page consumer folder 
on Mossberg’s 4X scopes and its latest 
adjustable power scope; 4-page con- 
sumer folder on the Covey Hand 
Trap; a Mossberg emblem decal for 
use on door or window; and a Retail 
Sales Manual for the dealer and his 
sales staff. In addition, the company 
offers free electrotype advertising 
mats, as well as radio and TV com- 
mercials. For more information— 

Write in No. V18 on card, pg. 73 


Utica-Duxbak Corp., Utica 4, N. Y., 
has available for dealers a com- 
plete mat service covering the com- 


line of sportsmen’s clothing. 
Offered also is colorful corrugated 
display material for window back- 
grounds or for use on TV programs. 
Other sales aids include window 
streamers, counter cards, and litera- 
ture for mailing. For more informa- 
tion— 
Write in No. V19 on card, pg. 73 


pany’s 


Alan Wood Steel Co., Conshohock- 
en, Pa., has available copies of its 
A. W. Cut Nail descriptive leaflet. 
For more information— 

Write in No. V20 on card, pg. 73 


Upson Brothers, Inc., 65 Broad St., 
Rochester 14, N. Y., offers a perma- 
nent, self-service display of all plas- 
tic construction at no extra cost for 
the TD-48 Hold-E-Zee screwdriver 
assortment. This Tenite display holds 
a stock of 48—17 types and sizes—one 
to six of a kind. Each driver is 
marked on the display for number 
and price for easy replacement when 
sold. For more information— 

Write in No, V21 on card, pg. 73 


The Moto-Mower Co., Richmond, 
Ind., offers to dealers a 50-50 co-op 
advertising plan (unlimited), in ad- 
dition to a number of other sales 
helps. Each preferred dealer is sent 
a window display kit which includes 
window streamers, jumbo display 
cards, wall charts, authorized deal- 
er decals, and consumer folders. A 


lawn care folder called “How We 
Built the Most Beautiful Lawn in 
Town” is made available to dealers 
as a give-away to persons who visit 
the store or as a direct mailing piece. 
Dealers are charged $2.00 per 100; 
$15.00 per 1,000. For more informa- 
tion— 
Write in No. V22 on card, pg. 73 


The Acme Shear Co., Advertising 
Dept., 100 Hicks St., Bridgeport, 
Conn., is offering free to dealers mats 
for their local newspaper advertising 
on Kleencut Scissors and Shears. A 
four-page folder showing the 28 mats 
with a convenient postage paid re- 
turn order card is available upon re- 
quest. For more information— 

Write in No. V23 on card, pg. 73 


Petersen Mfg. Co., Dept. SH-3, De- 
Witt, Neb., offers free promotional 
material for its new vise-grip (with 
easy release), consisting of a “space- 
saver” counter display and window 
banner. An introductory offer is 
available for one free No. 10R vise- 
grip (a $2.45 value) with purchase of 
an eight-tool counter sales kit. Deal- 
er cost for the kit is $13.00, with re- 
tail price, $19.50. For more informa- 
tion— 

Write in No. V24 on card, pg. 73 


Wickwire Brothers, Inc., Cortland, 
N. Y., offers for dealer use a mer- 
chandising kit containing colorful 








@ PRIME COATED 


(Galvanized) 


@ HEAVY GAUGE 
METAL 


FLUSH TYPE 


ROOF VENTS 


one piece, 
nothing to 


assemble 


3629 E. FIRST ST. 





wv-rPak Lne. 


Galvanized and Aluminum 


VENTILATORS 


© FHA APPROVED 


@ WEATHER-PROOF 
@ EASILY INSTALLED 


. . 


LOUV-R-PAK, INC. 


Write for name and address of your nearest Distributor. 


FORT WORTH, TEXAS 


sales records, 


RECESS TYPE 


models. 
from ‘‘dogs"’ 
ing” 


EAVE VENTS 
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Every model in the complete line 
of SANITARY WASTE RECEIVERS 
is designed for a purpose. Care- 
ful planning, based on proven 
provides you with 
only the fast-moving, 
There is no profit loss 
or year-end ‘‘dump- 
SANI-CANS are in 


the Multi-Purpose 


WASTE RECEIVER 


demand throughout the year, 
season after season, with steady, 
year-round profits for you. 

Every home, store, shop and 
office needs one or more modern 
SANI-CANS for convenient dis- 
posal of waste or litter. A SANI- 
CAN for every purpose brings big- 
ger profit opportunities for you. 


top-selling 


SANI-CANS offer a choice of standard open and 
patented step-on models, in populor sizes and 
attractive decorator colors, white, chrome and 
copper plate finishes, that command attention 
and compel buying action. See the SANI-CAN 
man in your locality or write the factory for 
prices, discounts and delivery schedules TODAY. 


SANITARY RECEIVER CO., INC 
Dunkirk, N. Y. 
The Original Step-On Receiver 
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Detiakter 


A complete line of the 
finest sport chairs made. 
Constructed for rugged 
weor, designed for 
comfort and practical 
use. Choose Delighter 
for your sport choir 
needs. Lightweight, all 
aluminum folding 
chairs. 


See your neorest deoler UNIVERSAL CONVERTING CORP. 


or wrife... 





1125 B County St., New Bedford, Massachusetts 








Keep Cool, mister! with 


ARCTIC 
BOY 


portable water 
coolers 


a ¢ 
 . 
@ Rugged Construction 


... good everywhere 
men work! 


Galvanized inset, hot 
dipped after forming 
for flaw-free finish! 


Large top opening, 
easy to ice, fill 
and clean. 


Send for complete 
information and 
booklet “Care and 
Use of Your Cooler.’ 
Write Dept. H-4. 


THE SCHLUETER MFG. CO. * ST. LOUIS 7, MO. 
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AT 
RWUCERS 


Your customers will soon be look- 
‘ing for Royal “Flip-Tite” outdoor 
devices and “Powr-Kord” heavy- 
duty extensions. Display this pop- 
ular combination and capitalize on 
the big demand for weatherproof 
electrical devices and cords . for 
connecting lawn mowers, hedge 
clippers, outdoor barbecues, porch 
lights, and the countless other elec- 
trical necessities of modern living 





Stock up today, from your nearby 
Royal wholesaler or write for 
catalogs and give us your whole- 
saler’s name. Royal Electric Corp., 
Pawtucket, Rhode Island. 





“FLIP-TITE”’ 


WEATHERPROOF RECEPTACLES 


Separate, spring-hinged covers 
seal each outlet. Available in sin 
gle and duplex universal plates; 
single and duplex receptacles, 
both 2- and 3-wire; single pole 
and 3-way switches. 





“POWR-KORD” 
HEAVY-DUTY EXTENSIONS 


rubber and plastic 

.in black and 
red. Molded-on at- 
tachments provide 
sealed weather- 
proofing. Packaged 
for attractive dis- 
play. Two and 
three conductor 
types — in a full 
range of wire sizes 
and lengths. 


ROYAL ELECTRIC CORPORATION 


an associate of International Telephone and Telegraph Corporetion 


PAWTUCKET RHODE ISLAND 


Manufacturers of WIRE * CABLE * CORD SETS * FUSES * WIRING DEVICES 
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posters and folders promoting the 
company’s line of wire products. Ex- 
tra posters for windows and folders 
for counter give-aways and envelope 
stuffers are available in addition to 
ad mats of company products. For 
more information— 
Write in No. V25 on card, pg. 73 


The Eclipse Lawn Mower Co., 
Prophetstown, Ill., announces that a 
direct mail broadside on Eclipse 
Wasp chain saws is being mailed free 
in quantities up to 500 for dealers 
ordering two or more saws. The col- 
orful broadside opens up to 34” x 
23”. Dealers wishing to use more 
than the 500 free maximum may or- 
der additional copies “in-the-mail” 
at a cost of two cents each. For more 
information— 

Write in No. V26 on card, pg. 73 


Fuller Tool Co., Inc., 3522 Webster 
Ave., New York 67, N. Y., offers a 
complete self-service “screwdriver 
department” in the form of hang-up 
rack at no cost to dealers. Fuller 
screwdrivers, individually carded and 
priced, may be conveniently hung 
from the rack for customer con- 
venience. For more information— 

Write in No, V27 on card, pg. 73 


S. G. Taylor Chain Co., Inc., Ham- 
mond, Ind., and Pittsburgh, Pa., of- 
fers dealers a chain display stand 
with long - leverage chain cutter. 


When holding its maximum seven 
reels, it serves as a chain department 
in itself, occupying less than two 
square feet of floor space, For more 
information— 

Write in No. V28 on card, pg. 73 


Hanson Scale Co., 1777 Shermer 
Rd., Northbrook, Il., offers its deal- 
ers two scale promoter display 
stands. Display +D-103 is a wooden 
stand free to any dealer who has 
Hanson scales, will hold seven sets, 
and is 18” wide by 14” deep. A bath 
scale sampler of six scales, No. 3580, 
includes without charge a merchan- 
diser which can be used on the count- 
er, floor or in windows. It is finished 
with soft rose background and jade 
green trim. For more information-— 

Write in No. V29 on card, pg. 73 


Carolina Washboard Co., Raleigh, 
N. C., offers a colorful display carton 
which contains the following assort- 
ment of Carolina Fishing Floats: 4 
doz. No. 000, $.90 per doz.; 4 doz. 
No. 00, $.90 per doz.; 2 doz. No. 0, 
$1.20 per doz.; 2 doz. No. 1, $1.20 per 
doz.; 2 doz. No. 2, $1.20 per doz.; 1 
doz. No. 3, $1.50 per doz.—list price 
is $16.00. For more information— 

Write in No. V30 on card, pg. 73 


Stanley Hardware, Division of the 
Stanley Works, 763 Lake St., New 
Britain, Conn., announces new and 
improved merchandising features for 


its household hardware, including 
packaging, layout guides, and attrac- 
tive displays. Available to dealers is 
the N2 pegboard display stand which 
allows vertical or horizontal item ar- 
rangement. Stanley products are now 
visually packed, firmly mounted on 
yellow and black space-saving cards, 
on the back of which carry all cus- 
tomer information: item name and 
number, suggested usage, proper ap- 
plication, finish, and materials. For 
more information— 
Write in No, V31 on card, pg. 73 


Moore Push-Pin Co., 113-25 Berk- 
ley St., Philadelphia 44, Pa., offers 
an attractive counter display stand, 
the Moore 720B, which holds 72 
“serve-yourself” window packets of 
Moore picture hangers. All metal, the 
revolving display is 1034” high, with 
a 9” diameter base. For more infor- 
mation— 

Write in No. V32 on card, pg. 73 


Plymouth Cordage Co., Plymouth, 
Mass., offers dealers a wide range of 
promotional literature, colorful point- 
of-sale displays, and several rope dis- 
pensers. Literature includes pam- 
phlets on use of rope on farms, on 
boats and in industry. Dispensers in- 
clude the SalesRak which sells rope 
off the spool in any length up to 300’. 
The SalesMaker, available in counter 
or floor models, holds seven sizes of 





Thousands of | 
dealers say... 


DESIGN FEATURES 
MAKE THE 
SALE 


—_ ? “ 4 x 
* YF LAG V AAAMAAEY/ 


TACKLE AND 
SPIN BOXES 


If you have ever demonstrated an 
UMCO Tackle or Spin box . . . then 
you know from actual experience how 
Umco design features make such a 
difference in closing sales. Original and 
exclusive UMCO innovations such as 
Lur-Gard tray liners, extra reel clips 
inside covers, corrosion proof Royal- 
ite and embossed Aluminum cases . . . 
these and other contributions to tackle 
box design have earned UMCO its 
reputation as America’s leading tackle 
box line, for fresh or salt water fishing. 
Stock any or all of UMCO's 23 Tackle 
and Spin Boxes for 1958 and see for 
yourself how UMCO design features 
will make sales for you! 
UMCO—The Quality Line sold only 
through Qualified Distributors. 


Ask your jobber or write today 
for information 
UMCO corporation 
1717 4th AVENUE SOUTH 
MINNEAPOLIS, MINNESOTA 


84 For more information use Handy Return Card, Page 73 


MODEL 204R TACKLE BOX — Rugged 
salt-water proof ROYALITE case with 
3 trays—29 lure compartments, sepe- 
rate reel compartment, 2 extra reel 
clips. Retoil $17.95. 


MODEL 43 COMB. TACKLE & SPIN 
BOX—ALUMINUM case with 3 trays 
and 37 lure compartments—30 for 
spin lures, 7 for bait-casting plugs. 
Seporate reel compartment, extra reel 
clip. Retail $11.95. 


MODEL 1000 HIP-ROOF COMB. 
TACKLE & SPIN BOX—New Jumbo 
ALUMINUM BOX with 7 trays ond 53 
lure compartments— 31 for spin lures, 
22 for bait casting plugs. Large roomy 
storage orea for tackle and gear. 
Retail $24.95. © 





be Ln 
ne | fA 
1 7 


RESISTS THE 
EFFECTS OF 


Wright Hardware Cloth is woven to 
the specifications of Commercial 
Standard CS 132-46, issued by the 
U. S. Department of Commerce. This 
precision woven fabric utilizes hard 
drawn wire in place of the custom- 
ary annealed wires, giving strength 
and rigidity. Wrightweld Wire 
Cloth (flat wire selvage) is made 

in 2x2,3 x3 and4x 4. 


E. L. Hornibrook Co. 
Box 176, Avondale Estates, Ga. 


Lawrence J. Baldwin & Son, 
306 Carondelet Bidg. 
New Orleans !2, La. 


G. F. WRIGHT STEEL & WIRE CO. 


Worcester @ Massachusetts 
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rope, which can be cut on dispenser 
to desired length. A cardboard dis- 
play occupying less than two feet of 
floor space is available for merchan- 
dising and assortment of ropes and 
twines. All sales aids are available 
through Plymouth wholesalers. For 
more information— 
Write in No. V33 on card, pg. 73 


Supreme Products Corp., 2222 S. 
Calumet Ave., Chicago 16, IIl., has 
designed a colorful display, free to 
dealers, for its power drill auxiliary, 
the Versamatic. Included with the 
display are point-of-sale consumer 
leaflets. For more information— 

Write in No. V34 on card, pg. 73 


Atlas Asbestos Co., North Wales, 
Pa., wick manufacturers, furnish 
through wholesalers, metal merchan- 
disers and cardboard counter dis- 
plays with the purchase of merchan- 
dise. Two displays are the metal 
merchandisers for Glaswik and 
Flamemaster which not only keep 
100-foot rolls of these wick brands 
clean, fresh, and easy to cut, but re- 
mind customers to order wick. With 
the 514’ rolls of Glaswik, Flame- 
master and Beswik, a counter display 
is furnished with every dozen in- 
dividual boxes of a size — the in- 
dividual boxes being packed one 
dozen to a counter display. For more 
information— 

Write in No. V35 on card, pg. 73 


Aladdin Laboratories, Inc., 620 So. 
8th St., Minneapolis, Minn., encloses 
a dealer merchandising kit in each 
box of six JON-E’ Hand Warmers. 
Included is a cardboard counter dis- 
play, a four-color folder stuffer, a 
window streamer and a dealer’s re- 
turn order post card for additional 
material. Four-color, self - adhering 
clear acetate, 10” x 24” window post- 
ers for glass doors, display windows 
and display cases are now available 
from the company, direct. For more 
information— 

Write in No. V36 on card, pg. 73 


Garcia Corp., 268 Fourth Ave., 
New York 10, N. Y., offers to dealers 
a consultant service, a library of 
16mm _ sound-color films, and the 
services of fishing experts to set up 
in-store demonstrations and to pre- 
sent lectures. Merchandising aids in- 
clude the Mitchell Counter Card, die- 
cut to hold Mitchell reel and one 
spool of Platyl; the Abu Reflex Lure 
transparent window streamer; the 
Spin Casting Streamer, an in-store 
streamer illustrating six steps to suc- 
cessful spin casting; and the Mitchell 
Reel Streamer, available in large or 
small size, and featuring the Mitchell 
reel. For more information— 

Write in No. V37 on card, pg. 73 


Swisher Mower and Machine Co., 
Warrensburg, Mo., offers to dealers 
catalog sheets describing its entire 
line of self-propelled and hand- 
propelled rotary mowers. Also en- 
velope stuffers, mewspaper mats, 
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radio scripts, giant window or wall 
banner, and other point-of-sale ma- 
terials are available. For more in- 
formation— 

Write in No. V38 on card, pg. 73 


Henry L. Hanson Co., Worcester, 
Mass., has available a Self-Seller 
Drill Display which requires 14 
inches of space. A clear cover high- 
lights the high speed drills which are 
held in supporting holes and serve as 
a drill gauge. The size and price are 
marked and quantities are varied ac- 
cording to demand. The cabinet has 
a storage rack for extra stock. An in- 
formation chart is also available. The 
Hanson Self-Seller Display Cabinet 
for taps and dies contains initial as- 
sortment of taps, dies, screw extrac- 
tors, die stocks and tap wrenches, in- 
cluding all popular sizes, and is grad 
uated according to norma] customer 
demands. The cabinet requires count- 
er space 18 inches x 13 inches and 
has space in the back for extra stock. 
For more information— 

Write in No. V39 on card, pg. 73 


Moe Light Division of Thomas In- 
dustries, Inc., Louisville, Ky., has 
available for dealers a number of 
ceiling, wall and counter merchan- 
dising display deals, including a re- 
cessed box display unit. The lighting 
fixtures are displayed on peg board. 
On these deals all fixtures are in- 
dividually packaged and are shipped 


directly to the dealer, master packed 
and equipped with mounting and wir- 
ing kits, plus complete display unit 
and merchandising sales helps; rail 
freight prepaid at Hopkinsville, Ky., 
on all fixtures and display units. Ad- 
ditional aids include free advertising 
shots of fixtures, a 
color catalogs, bro- 


mats, product 
variety of full 
chures, envelope stuffers, and promo- 
tional flyers. For more information— 
Write in No. V40 on card, pg. 73 


American Biltrite Rubber Co., P. 
O. Box 1071, Boston 3, Mass., pro- 
vides dealers with a group of ad- 
vertising 
Hose and Sprinklers A metal hose 
offered at a 


mats for Biltrite Garden 


shopping center rack is 
nominal cost. Also available is a 
special three-piece display, 
easled to stand alone or mount on a 
three-section pole which is also sup- 
plied, to serve on counters, in win- 
dows or display within the 
store. For more iniormation 


Write in No, V41 on card, pg. 73 


1 
pecially 
mass 


The Irwin Auger Bit Co., Wilming- 
ton. Ohio, offers to dealers free metal 
display merchandisers with the fol- 
lowing assortments. No. M-62T con- 
tains metal wall merchandiser and 
13 bit assortment of the Irwin Sello- 
paked 62T Bits, one of each size 
4/16” through 16/16”. No. M-88 con- 
tains metal wall merchandiser and 20 


bit assortment of the Irwin Sello- 





4C 


—— 


No. 12 fits 1/2" pipe 
No. 1/4 fits 3/4" pipe 


$2.98* 


No. [5 fits 3/4" pipe 


No. 16 fits 3/4" pipe * 
* Suggested List Only $3.60 


the clamp with 1000 uses... 
THREADLESS CLAMP FIXTURES 


Here is the sales clincher that 
gives you a profitable sales pres- 
entation . gives your customer 
easier, more versatile clamping ac- 
tion for less money. 


@ Pipe threads not needed. 


Hardened steel set screw holds 
the fixed head firmly. 


easily loosened or 


tightened. 


Sliding jaw is easily moved; al- 
ways under tension. 


e 
@ Screw is 
e 
@ All metal, finished in blue en- 


amel. Cadmium plated main 


screw. 


Mr. Dealer: Balance your inventory 
with modern, versatile, high quality 
B&C low cost tools. They are your 
assurance against lost sales! 


Manufacturers of Clamps, Vises, and Tools for Production, Maintenance, Service Since 1925. 


ssi -1.41) | @ aS ORM EO), El tcmae 


37 POLAND STREET 


e BRIDGEPORT, CONNECTICUT 
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paked Speedbor “88” Wood Bits for 
electric drills, two each of even sizes 
and one each of odd sizes %4” to 1”. 
No. 430 contains metal wall merchan- 
diser with assortment of 30 amber 
plastic handle screwdrivers in the 
five most popular sizes, All displays 
have colorful baked enamel finish and 
fit in a minimum of space. A booklet 
on the selection, use and care of bits, 
and a variety of envelope stuffers are 
also available. For more informa- 
tlon— 
Write in No. V42 on card, pg. 73 


Lazy Boy Lawn Mower Co., Inc., 
301 West 73rd St., Kansas City, Mo., 
offers to dealers without charge full- 
color eight-page insert folders with 
imprint space provided and which 
fold to 34-inch x 6%-inch size. 
Newspaper ad mats in two-column 
by three-inch size are provided also, 
each describing one of the company’s 
four most popular models. For more 
information— 

Write in No. V43 on card, pg. 73 


Style-Crafters, Inc., Greenville, S. 
C., offers a number of promotional 
materials free to dealers for the 
Aqua-Float line. Among these are 
full-color catalogs and bill stuffers, 
metal “Play-Safe” signs, window 
streamers, water-safety posters, wa- 
ter ski and safe boating instruction 
booklets, mailing folder on U.S.C.G. 


small boat regulations, counter dis- 
play cartons for Aqua-Float fenders 
and floats, glossy photos, newspaper 
mats, radio and TV spots, and pack- 
aging. A new aluminum floor display 
rack which holds a full 2-dozen as- 
sortment of the company’s various 
products and which features an en- 
ameled red, white, and blue double 
faced sign is also available. For more 
information— 
Write in No. V44 on card, pg. 73 


The Edwin H. Fitler Co., Phila- 
delphia 24, Pa., offers the following 
sales aids: (1) Octagonal Display and 
Dispenser Boxes for 3/16” dia. up to 
and including %4” dia. sizes both 
Manila and sisal rope. (2) Fitler 
measured rope marked at intervals 
of 5’. Available on request in Fitler 
Octags only in sizes %4”, 5/16”, %”, 
and %” diameters. (3) A wire rack 
requiring 20” x 30” floor space for 
displaying and dispensing three sizes 
of rope—a small charge made for this 
rack when ordered with 300 lbs. or 
more of rope. (4) “Take-Along” 
of Fitler Manila rope. 50’ and 100’ in- 
dividual coils wrapped in  poly- 
ethylene for self-service selling from 
Dispenser Rack. The rack, on rollers, 
is furnished free when a complete 
group is ordered. Delivered in 300 Ib. 
lots (order may be combined with 
other Manila rope). (5) The No. 57 
Rope Merchandiser, 5442” x 444%” x 
23%”, will hold six full Octags or six 


coils 


full reels of rope or a combination of 
both. Rope feeds through guides to a 
measuring device and cutter. (6) Dis- 
play Box containing 50’ connected 
coils of either %4”, 5/16”, 38”, dia. 
sizes and 25’ connected coils ¥%” dia. 
size, Fitler “Stabilized” filament 
nylon yacht rope. (7) Display Boxes 
containing Fitler yellow polyethylene 
or Fitler Manila water ski tow ropes 
—six boxes to a master shipping 
carton. To all dealers handling Fitler 
brand Manila rope, Fitler will fur- 
nish, on request, a blue and yellow 
metal sign for counter or wall use. 
For more information— 
Write in No. V45 on card, pg. 73 


Scott-Atwater Manufacturing Co.., 
2901 East Hennepin Ave., Minne- 
apolis 13, Minn., in its “Advertising 
and Promotion Dealer Handbook,” 
covers all of the sales promotion ma- 
terial available to Scott-Atwater 
dealers in 1958. This material in- 
cludes formats and ad builders; win- 
dow streamers which feature Scott- 
Atwater’s 1958 motors; handout stuff- 
ers; line folders; four color post cards; 
dealer decals; imprinted match books; 
service uniforms; dealer stationery; 
miniature Scott-Atwater plastic mo- 
tors; a color billboard; a one minute 
TV film spot announcement, and a 
20 - second spot announcement; 
changeable translight displays; wob- 
bler display; and a roadside sign. A 
giant color announcement display, a 





it’s a HELLER] 


. 





FOR THOSE FAST IMPULSE SALES / 


The big, new Heller Flexible View dis- 
play fixtures incorporate style, grace 
and beauty into a practical display that 
can be profitable to you. Your mer- 
chandise is always at proper, conveni- 
ent level, attractively displayed where 
customers can see and buy... 

Available in an amazing range of en- 
gineered sizes to match every need, 
Heller fixtures have the dollar-saving 
conveniences you can’t afford to miss. 


Write today for facts on Heller Flexible View fixtures! 
Help yourself cash in on those fast impulse sales. 


Quick Assembly 
Easy Arrangements @ 


Great Strength— Heavy 
Duty Construction @ 


lerger Display Areas 
—Complete Adj bility 





New Stylized Design 
—Mar Resistant Finishes @ 


Handles all types 
of Merch ise 
— Greater Capacities @ 


More Display for 
your fixture doller @ 


W. ¢. Heller & CO. 
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NEW 


—_ 
hil 


cuas. 0 panson 6 


Screw Hooks, 


more! side Corner Braces. 


Montpelier 
Ohio 








(> HOUSEHOLD 


WITH MORE CUSTOMER APPEAL 


Gate 
Screw Eyes, Brass Cup Hooks, Curtain 
Rod Hooks, Clothes Rod Brackets, In- 


Easy to Display! 


Write for free literature 
on Larson Unit Pack Goods 


CHAS. O. LARSON CO. 
STERLING * 


Packages of 


HARDWARE 


BOOST SALES! 
INCREASE PROFITS! 


A new designed package makes it easy 
for customers to see and buy just the 
size and kind of needed wire goods. 
Packed in sturdy weight plastic bags 
mounted on colorful red cards. 


Household portttann \ 
Hardware Giza wr ; 
Packaging —<_, 


Hooks and Eyes, 


Easier fo Sell! 


ILLINOIS 
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9’ illuminated display with an actual 
parasol featuring a 22 hp motor is 
one of the many signs and displays 
available. For more information— 
Write in No, V46 on card, pg. 73 


The Wood Shovel and Tool Co., 
Piqua, Ohio, offers to dealers a bro- 
chure and a proof sheet on advertis- 
ing mats which are available free of 
charge. A self-mailer on the com- 
pany’s Jet-Lite line of shovels, spades 
and scoops can be used by the whole- 
saler and the dealer alike and is 
available in any quantity upon re- 
quest. A floor type shovel rack which 
provides a great degree of flexibility 
inasmuch as it can be moved from 
one part of the store to another and 
which displays six or more shovels, 
spades and scoops is made available 
at a small extra cost. Also at modest 
cost, the company offers three mer- 
chandiser and display rack deals for 
shovel and steel goods, For more in- 
formation— 

Write in No. V47 on card, pg. 73 


Columbian Rope Co., Auburn, N. 
Y., has available for dealers two new 
rope merchandisers, available through 
wholesalers. The Columbian Rope 
Merchandiser No. 57 holds six full 
reels or six full cartons of rope, two 
of which may be the 1002 size; will 
hold either cartons or reels or any 
combination of both. From the posi- 
tion of the units on the merchandiser, 


rope is fed through guides to a 
measuring device and a cutter for 
rapid selling. The “Pick-Me-Up” Rope 
Coil Merchandiser holds individually 
wrapped 50 ft. and 100 ft. coils of 
%4”, %”, and %” dia. Manila rope. 
The unit is furnished at no cost with 
an initial order of approximately 100 
Ibs. of rope which stocks it, All metal 
and mounted on casters, its dimen- 
sions are 22” x 22” x 451%” and re- 
quires less than 4 sq. ft. of floor 
space; permits complete self-service. 
Also available for dealers is a stand- 
ard assortment of window display 
material including ship cutouts, sam- 
ples of Manila and sisal fibre, fold- 
ers and pamphlets, and a colorful 
dealer sign. Various counter display 
cartons of jute twines, Mason’s line, 
and Christmas twine are also avail- 
able. For more information— 
Write in No. V48 on card, pg. 73 


Langley Corp., 310 Euclid Ave 
San Diego 14, Calif., is offering t 
dealers, nine free newspaper ad mats, 
ranging in size from 1 col. x 7” to 
2 col. x 11”, to stimulate sales of its 
casting and spinning reels and the 
Fisherman's De-Liar. Two ads feature 
the Langley Cast-Flo Deluxe Model 
900 closed face reel. All ads require 
only insertion of the dealer’s name 
and address. Each ad is reproduced 
in a 4-page ad mat brochure, avail- 
able without charge to all dealers on 
request. A coupon is included to 


’ 
Oo 


simplify and speed ordering of spe- 
cific mats. For more information— 
Write in No. V49 on card, pg. 73 


Kaiser Aluminum & Chemical 
Sales, Inc., 919 N. Michigan Ave., 
Chicago 11, Ill, makes available to 
dealers work drawings with complete 
bills of materials on 22 Farm Service 
Buildings; also complete plans for a 
carport and patio roof. The pocket- 
size Conversion Calculator to speed 
and simplify aluminum roofing cal- 
culations is offered. It made of 
heavy cardboard and operates like 
a slide rule. One side of the calcu 
lator lists computations for corru- 
gated and five-V-crimp roofing sheet 
in 26-inch widths and in lengths 
ranging from six to 12 feet. The other 
side contains similar data for 48 
inch wide corrugated sheet. Other 
promotional aids include $25 free ad- 
vertising allowance for all new deal- 
ers, free direct mail program to 250 
or prospects four times an- 
nually, identification plaques, in- 
store display and plans rack, banners 
mobiles, consumer folders, and plans 
catalogs. For more information 

Write in No. V50 on card, pg. 73 


customei 


Chas. O. Larson Co., P. O. Box 358, 
Sterling, Ill.. manufacturers of wire 
goods, wire specialties and hardware 
construction sets for the do-it-your- 
self trade, has available for dealers 





GRIFFIN HINGES — 


For handsome appearance during life-long 
hinge performance. A full line of top- 


with 


More 


Profits 


FREE DISPLAY! ig 


3-color display-demon- 
strator FREE with recom- 


“Do It Yourself” 


Cpeed-Rail 


SLIP-ON FITTI 


No Threading — No Welding 


Discover a new area of extra 
profit in SPEED-RAIL . . . the do- 
it-yourself railing 


htting anyone 
can use to build sturdy, attrac- 
tive railings, using only a hex key 
and hacksaw 


Made of 
num alloy, SPEED-RAIL slip-on fit- 


a high-tensile alumi- 


ings require no painting or plat- 
and fit 1.p.s. size pipe from 
¥%” to 1%”. Use with black 


iron, galvanized or aluminum 


quality butts in all popular finishes . mended basic assort- pipe 
Your customers deserve fine hardware - ment. 

Why not handle Griffin hinges? 2 
GRIFFIN MANUFACTURING CO., ERIE, PA. 


SINCE 1899 


THE HOLLAENDER MANUFACTURING CO. 
3841 Spring Grove Ave., Cincinnati 23, Ohio 
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“FOR 
IMME DIATE 


DELIVERY!” 


OF NEW YORK 





WIRE PHONE 
NEWARK 365 © WRITE © © 6-0600 











ATLAS SCREW & SPECIALTY CO., INC. 


450 BROOME STREET, NEW YORK 13, N. Y. 
PLANT: MIAMI, FLA. PHONE: NE 5-2597 








CHOICE for Quality the World Over 


for 70 Years 

SMITH 

PESTMASTER Garden Duster 
World's lightest, 
amoothest and easi- 
est working insecti- 
cide duster. Weighs 
1% Ibs. Non-rust, 
all metal construc- 
tion One filling 
dusts 200 rose 
bushes. Throws 8 ft 
dust stream. Noth- 
ing matches it 
Fast seller. 

Many Other Styles and Sizes 


EZ 5 GAL. 
Knapsack 
Sprayer 

Finest knap 
eack sprayer 
made Pump 
lever develops 
high pressure. 
Zinc - grip steel 
or manganese 
brass tank 


PRICES ALLOW ATTRACTIVE MARK-UP 


D. B. SMITH & CO. 


428 Main St., Utica 2, N.Y. 
“Originators of —— 
Canadien Rep. G. i. Cohoon 
1265 Stenley $?., eel 2, Cenede 
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envelope stuffers on Saw Horse 
Brackets and various construction 
sets, which may be obtained in mod- 
erate quantities without charge upon 
request. A Silent Salesman Wire Dis- 
play Rack is available without charge 
in a choice of two balanced assort- 
ments of four construction sets. 
Counter models for three styles of 
Saw Horse Brackets and one style of 
Folding Leg Brackets are available 
without charge under certain condi- 
tions through wholesalers. For more 
information— 
Write in No, V51 on card, pg. 73 


Foley Manufacturing Co., 3300 5th 

t., N.E., Minneapolis 18, Minn., con- 
tinues its 14-day trial offer on 20” 
and 23” deluxe Foley mowers, as a 
promotional aid to dealers. A cus- 
tomer is allowed a 14-day trial on 
his lawn. If not satisfied, he may re- 
turn the mower and get his money 
back. The dealer has nothing to lose 
as the company states that it will re- 
place the used mower whenever re- 
quested. A window streamer and ad- 
vertising mats also are available. In 
its advertising program, a two-col- 
umn six-inch mat will be run free in 
any dealer’s local paper if that dealer 
will purchase three deluxe model 
mowers (excluding Tartan models). 
In metropolitan areas the dealers will 
be listed, free, on a big dealer listing 
ad. Under the co-op ad plan, after the 
first ad is run free, the company will 
then cooperate on a 50-50 basis with 
dealers on their future Foley mower 
newspaper advertising when using its 
standard ad mats. For more informa- 
tion— 

Write in No. V52 on card, pg. 73 


The Weber Lifelike Fly Co., 
Stevens Point, Wis., offers a variety 
of permanent metal displays for flies, 
loose hooks, treble hooks, snap- 
swivels, Redi-Pak nylon packages and 
other tackle items. The new No. 
RR74 revolving rack displays 72 
hinge-cover plastic boxes of ringed 
hooks. Nos. RR144 and RR146 are 
also revolving racks; each holds one 
gross of hinge-cover plastic boxes and 
is designed to display flies and snap- 
swivels as well as loose hooks. Half- 
size stationary units of the latter, 
Nos. R72 and R73, display half the 
quantities of tackle items. Combina- 
tion assortments of flies, loose hooks, 
and snap-swivels may be displayed 
on most of these racks, One-, two-, 
and three-tier revolving racks for 
Weber display panels continue to be 
offered. No. RR12, another revolving 
metal display, holds one gross of 
Redi-Pak nylon coils. A number of 
other display boards, boxes, and 
other packages are available for 1958. 
For more information— 

Write in No. V53 on card, pg. 73 


Propulsion Engine Corp., 311 
Marion Ave., South Milwaukee, Wis., 
offers several helpful ways for the 
dealer to cover its Mow-Master 
power mower line. Display material 


consists of a jumbo size product 
identification tag to hang on mower 
handle. A window display banner, 2- 
color, 17” x 30” features Mow-Master 
rotary mowers, and is designed for 
display window or wall use. Ad mats 
featuring Mow-Master rotary and new 
riding rotary are available in one-, 
two- and three-column sizes, For 
more information— 
Write in No. V54 on card, pg. 73 


Crescent Tool Co., Jamestown, N. 
Y., has available displays for all the 
better selling items in its complete 
line of wrenches, pliers, screwdrivers, 
hacksaws, tinner’s snips, special line- 
man’s tools, etc. The displays, 22 in 
all, can be mounted in units of one, 
two, four, six, 12 and 16 panels. Vari- 
ous fixtures are offered by the com- 
pany at a small cost. No charge is 
made for the display panels, they are 
billed at the cost of the tools on them. 
Stands to mount four, six, 12, and 16 
panels are available at low cost. 
Crescent also has display cards avail- 
able at no cost. For more informa- 
tion— 

Write in No. V55 on card, pg. 73 


Heineke & Co., Springfield, Ill, of- 
fers Excello mower dealers a special 
demonstration package featuring the 
Model 271, 21” rotary with “Excello- 
matic” start-run-stop fingertip con- 
trol. With each single purchase of any 
assortment of six power mowers by a 











Tapatco 


HORSE COLLAR PADS 


For every work horse and mule. 
“The pad with the rust-proof 
red hooks” 


Ta wane 14080 ws 4 ove 


TRACTOR SEAT CUSHIONS 





For every tractor and farm 
implement seat. 


See your jobber or write us. 
THE AMERICAN PAD & TEXTILE CO. 
Greentield, Ohio 


MAKERS OF FAMOUS TA-PAT.CO 
HORSE COLLAR PADS SINCE 188! 
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dealer, the company will ship, freight 
prepaid, one Model 271 at a special 
low price, with a kit of sales aids, 
free of charge, consisting of the fol- 
lowing: display stand; handle feature 
card; window banner; door banner; 
lawn care brochure; power mower 
trade-in “Blue Book;” leaf mulcher 
kit; envelope folders; window “Au- 
thorized Dealer” decal; full line giant 
wall banner; master repair parts 
charts; order blank for dealers to re- 
quest additional quantities, free of 
charge, of these sales aids, plus news- 
paper mats, radio and television spots. 
For more information— 
Write in No, V56 on card, pg. 73 


Lamson & Sessions Co., 5000 Tiede- 
man Rd., Cleveland 9, Ohio, makes 
available to dealers a colorful flexible 
bolt display, the stand of which is 
54” high, 24” wide, and 24” deep. Dis- 
play trays are 14” deep, 23” wide, 
and 9” high, and provide an eye- 
catching setting for the company’s 
“Brite Plated” bolts, nuts, and screws. 
For more information— 

Write in No. V57 on card, pg. 73 


The Ruberoid Co., 500 Fifth Ave., 
New York 36, New York, manufac- 
turers of building products, offers a 
wide selection of envelope stuffers, 
window display material, counter 
displays, and special store displays in 


numerous sizes, colors, and materi- 
als. These include a 6-tier wire rack 
display for asbestos siding, rigid 
model boards, etc.; a two-piece metal 
entrance doorway sign; and a truck 
sign. Also included are a number of 
colorful counter displays. For more 
information— 
Write in No. V58 on card, pg. 73 


Gale Products, Dept. 517 A, Gales- 
burg, Ill, makes available to Buc- 
caneer dealers a complete line of 
merchandising aids. Included are 
dealer signs, display pieces, point of 
sale aids and a complete stock of 
literature on its eight 1958 model 
Buccaneer motors. For more informa- 
tion— 

Write in No. V59 on card, pg. 73 


Zebco Co., P. O. Box 270, Tulsa 1, 
Okla., offers to dealers a folder con- 
taining counter display cards, window 
streamers, envelope stuffers and good 
stix showing Zebco’s Feathertouch 
Control and also Zebco’s new Model 
Scottee 66 reel. For more informa- 
tion— 

Write in No. V60 on card, pg. 73 


Jackson Manufacturing Co., Har- 
risburg, Pa., has available the fol- 
lowing sales aids: 3-fold color circu- 
lar on home and garden equipment 
line; 842” x 11” page printed in two 


both sides, describing wheel- 
barrows, lawn rollers, garden carts, 
and lawn spreaders; 2-column news- 
paper mats featuring Lawn Sprayer 
and/or 2-in-1 Spreader-Cart; single- 
column newspaper mats illustrating 
any one ol the garden equipment line. 
For more information 
Write in No, V61 on card, pg. 73 


colors, 


Akron Metal Sales Names 
Sales Representatives 


N. RALPH REPKE, sales manager, 
Akron Metal Sales Co., Akron, 
Ohio, announces the appointment 
of the following representatives 
and the territories which they will 
be covering: 

Paul Yellon, Pyco Sales, Balti- 
more, Md., will cover southern 
New Jersey, eastern Pennsylvania, 
Maryland, Washington, D. C., and 
Virginia. The Roberts-Traylor Co., 
Austin, Texas, has Texas, Arkan- 
sas, Oklahoma, Louisiana, and 
Mississippi. The Herman A. Shields 
Co., of Meridian, Miss., who will 
cover Tennessee, Alabama, Geor- 
gia, and Florida, has appointed 
Wm. McLanus, Knoxville, Tenn., 
as supervisor of its hardware divi- 
sion. 





TUCKER OUTDOOR FURNITURE SRG 


— 


FOLDING COTS 
CAMP STOOLS 


Rugged hardwood frame. Heavy canvas cover, 
plain or striped. Sells by the dozens! Ideal for 


camping, picnics—hundreds of utility uses. 
Write for catalog and prices. 


Tucker Duck & Rubber Co. 


Sturdy, 
cots available in five sizes. 
Hardwood frames, 
hardware and extra heavy 
~ canvas covering. Legs rein- 
forced with “S" iron braces 
White or Olive Drab covers. 


compact folding 


painted 


FT. SMITH, 
Pe 





DEALERS PROFIT . 


CUSTOMERS ARE SATISFIED 


wih ADAMS 


Uniform thickness and exclusive 
waterproofing prevents leakage and 
waste . . . keeps your customers 
asking for more. Special attention 

ven odd size cup orders. Backed 
- advertising throughout the South 
and Southwest. 


yer customers ie 


Series No. 7000 By the Pound 
Series No. 7600 By the Piece 


‘ 
em 


Series No. 8000 By the Pound 
Series No. 8600 By the Piece 


PAINE quality pipe and conduit straps are packed by the 
pound and by the piece— 

Because your customers want to buy them—-BOTH WAYS. 
BY THE POUND—Packed in 5 and 50 pound cartons. 

BY THE PIECE—Packed 10 to 1,000 in the carton. 


Request Additional Information 


"the best craftsmen always take 


THE PAINE COMPANY, 19 Westgate Road, Addison, Illinois 


You can also profit from 
KAYO, TIP-TOP and ADAMS 
Steel hand tools, cold chisels, punches, etc. 


e. F. ADAMS, Inc. — A ll 
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NEW PRODUCTS 


Power-Flo Transmission 


Precision engineered for consumer 
convenience is the exclusive Power- 
Flo transmission being featured in 
the 1958 self-propelled rotary mowers 
of the Moto-Mower Division of De- 
troit Harvester, Richmond, Ind. The 
new automotive-type synchromesh 
transmission delivers a smooth, pos- 


itive flow of power without the noise 
and inefficiency of old fashioned 
drive mechanisms, according to the 
company. 

The Moto-Mower transmission is 
completely enclosed in an oil-filled 
housing. Push-button control at the 
operator’s fingertips on the mower 
handle facilitates shifting from drive 
to free wheeling. 

Other new features being intro- 
duced are the fingertip starter, the 
Dial-A-Matic dashboard engine con- 
trols and the Dial-A-Matic height ad- 
justors. For more information— 

Write in No. 657 on card, pg. 73 


Wave Sprinkler 


The Model 2-S-1 Wave Sprinkler 
for 1958 is announced by the H. B. 
Sherman Manufacturing Co., Battle 
Creek, Mich. 


90 


A new design and “Flik-Quik” 3- 
way control is said to provide instant 
selection of pattern—center to right, 
center to left, or full sweep right to 
left. The model has a heavy-duty 
sealed power motor and sprays an 
area 45 feet by 55 feet. 

Other features include a_ built-in 
filter, corrosion-proof parts, baked 
enamel housing, and satin-finished 
aluminum parts. Retails at $13.95. 
For more information 

Write in No. 658 on card, pg. 73 


Decorated Waste Baskets 


Two decorated waste baskets, spe- 
cifically designed for the powder 
room, are introduced by the Federal 
Tool Corp., 3600 W. Pratt Blvd., Chi- 
cago, Ill. Made of unbreakable poly- 


For more information on these new products 
use the return free post card on page 73 


ethylene, they are soft and light- 
weight, but will not dent or chip. 

The 744-quart “Milky Way,” shown, 
features a permanent galaxy pattern 
and is available in turquoise, yellow, 
pink, and violet. It is 10” high and 
814” in diameter and priced at $1.49. 

The “Angel Fish” model, whose 
pattern also is guaranteed not to 
wash, wear, or rub off, is available 
in turquoise, violet, lime, yellow, pink, 
and white. It is 12%” high and 942” 
in diameter. The “Angel Fish” will 
retail for $2.98. 

Both waste baskets are individually 
polyethylene film wrapped for coun- 
ter freshness. For more information— 

Write in No. 659 on card, pg. 73 


Barbecue Package 


Western King Manufacturing Co., 
Los Angeles, Calif., offers the illu- 
strated barbecue package as one of 
its 12 1958 models. Features of the 





W K 91 are motor, service lamp, 
warming oven, and utility shelf. As- 
sembly also includes patented ad- 
justable metal work table, fire rake, 
and spatula-tong. For more informa- 
tion— 

Write in No. 660 on card, pg. 73 
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CONSUMERS, 


|\WATERPROOF! 
TILE BOARD |— 
CEMENT) 





@ The quick, clean, easy way to put 
up tile boord, any thickness — 
permanently! 


@ Never sets brittle...won't dry 
out and pull away. 


® Waterproof. Contains special 
rubber base. 


@ Economical. Covers 150 sq. ft. per 
gelion. 


® Available in quarts, gallons, 5 
gallons. 


\ 


-ORDER FROM YOUR WHOLESALER - 


OR DIRECT FROM US 


CONSUMERS GLUE CO. 


1515 N. HADLEY SJ ST. LOUIS 6, MO 





perfect target for 
PROFITS... 
SANDVIK 
BOW SAWS 


World’s 
Largest 
Seller! 
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Indoor-Outdoor Bell 


An all aluminum bell, designed for 
indoor or outdoor use, is announced 
by Bevin Bros. Manufacturing Co., 
East Hampton, Conn. The mounting 
bracket is a satin black ship’s wheel 


The bell has a 434” diameter and is 
412” high. Each bell is packed in- 
dividually in a colorful counter dis- 
play box. Makes a suitable gift or 
house warming item. Suggested re- 
tail, $2.49. For more information- 
Write in No, 661 on card, pg. 73 


Price Calculator 


Warp Bros., 1100 N. Cicero Ave., 
Chicago 51, IIl., is sending a new win- 
dow material retail price calculator 
to dealers all over the United States. 
The calculator is imprinted in three 
colors and shows at a glance both 
lineal foot and lineal yard prices on 
the complete line of Warp’s window 
materials. All figures on the calcu- 
lator are based on retail prices now 
being advertised by the company. 

Dealers who have not received their 
calculator as yet can obtain one free 
of charge by writing to Warp Bros 
For more information - 

Write in No. 662 on card, pg. 73 





FOR 


EASY SALES 
AND 


QUICK PROFIT 
DISPLAY... 





PLUS 
the complete line of 
TURNBUCKLES 
packaged 
Bright Wire Goods 


Ask your distributor or write to 


BOX 333, MICHIGAN CITY, INDIANA 
FACTORY: GRAND BEACH, MICHIGAN 


“One good turn (buckle) deserves another” 
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Cooler Chests 


The Hamilton-Skotch “King Kold” 
line of picnic cooler chests was intro- 
duced recently by the Hamilton- 
Skotch Corp., Hamilton, Ohio, as the 
latest addition to the company’s line 
of picnic and outdoor products. 

Marketed in aluminum and in steel 





+ 
‘ ‘ . . » | 
CLASSIFIED 
Aa . . - 





BUSINESS OPPORTUNITIES 


PAINT STORE—Cen Fla. Val. franch. 
Rent $50. Gd eqpt. Est. '42. Ask $5,500. 
Write B9781. 


APPLIANCE STORE, SE FLA. Est. ‘54. 
New Bidg. High net. Xint. oppty. Ask 
$27,000. Write B-9839 


HARDWARE STORE—N Cen Ala. Indus. 
Cty 600,000. Also collects Utility bills. 
Ask $15,000. Write B9857. 


HARDWARE STORE—Cen Ga. Same 
loc. 60 yrs 15,000 trade area. Ask 
$27.500. Write B9862 


ELECTRICAL APPLIANCES—Cen Va. 
Val franch lead'g lines. Net $6000. 
Xint oppty Xpan. Write B9863. 


MANUFACTURING & ‘SALES co. N. 
TEX. Mfgs nat. known rotisserie. Un- 
limited potent Ask $158,000. Write 
B-98e4. 

HARDWARE STORE, SE. GA. Long est. 
Gd. loc’tn. Low ovrhd. Ask $40,000. 
Write B-9904. 

REAL ESTATE & TRACTOR SALES & 


SERV. NE N. J. Gd. loctn. 3 apts 
Xint. oppty. Ask $55,000. Write B-43024 


Business Mart of America 


5723 Melrose Ave., L. A. 38, Calif. 











models — each model available in 
three different sizes — all “King 
Kold” chests incorporate the same 
design and structural features. 

The chests are rustproof, Fiberglas 
insulated and leakproof. The product 
features a hinged lid which may be 
disassembled for use as a tray. The 
underside of the lid accommodates 
both an ice pick and a beer can open- 
er. On either end of the chest, bottle 
openers are designed into the handle 
plates. The chests have aluminum 
spigot type drain, and are embossed 
with a red, white, and charcoal blue 
“King Kold” crown, and carry Ham- 
ilton-Skotch label as well. For more 
information — 

Write in No. 663 on card, pg. 73 


Suburban Logger Display 


A display featuring a real log to 
show the new Shopmate Suburban 


CHAIN 4, ROTARN 
aw 

SAW 6 SA 

66 





Tn 


yoerorts 43 Les 
omy 


Logger in use is announced by Port- 
able Electric Tools, Inc., 320 West 
83rd St., Chicago 20, Ill. The elec- 
tric saw that is both a chain saw and 
a rotary power saw is displayed in 20 
inches of counter or window space. 

The Suburban Logger is held to the 
display by a wing nut. The cutter bar 
rests right in a notch in the actual 
cedar log provided with the display. 
Finished in blue and white enamel, 
the display is 21” wide and 23” high. 
Shipping weight is five pounds. For 
more information— 

Write in No. 664 on card, pg. 73 


Magnetic Tobacco Band 


Spencer Rubber Products Co., Man- 
chester, Conn., offers a special mag- 
netic rubber band for use in priming 
tobacco. With the magnetic band, the 


company points out, the detection of 
foreign bodies in the leaf is possible 
through use of electronic equipment. 
The band thereby provides assurance 
to the grower that no shreds of rubber 
will find their way into the finished 
product. 

The bands contain no metal, but 
are chemically treated. They are 
black in color and are said to be un- 
affected by the elements of weather 
or the extreme heat of the curing. 
The company states that they will not 
blotch, rot, nor botch tobacco leaves. 
For more information — 

Write in No. 665 on card, pg. 73 


Retrieving Fishing Wheel 


A retrieve spinning reel, with five- 
to-one gear ratio for making lures 
race through water with a minimum 
of effort, is announced by the Gar- 
cia Corp., 268 Fourth Ave., New 
York 10, N. Y. 

With a longer handle shaft for 
greater leverage, the reel has been 
specifically developed for downstream 
retrieving, fishing in salt water, in 
shallow weedy areas, or where fast 
lure action is called for. The Garcia 
350 is available in left- and right- 
hand models at $33.75. For more in- 
formation— 

Write in No. 666 on card, pg. 73 





for Free Literature 


For more information use Handy Return Card, Page 73 


SCREW ANCHORS 


Molly Corp., Reading, Pa 
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Duck Call 


The Philip S. Olt Co., Pekin, IL, 
announces a new improved version ol 
its D-2 Duck Call. The D-2 Duck Call 
was the first of the Olt line of game 
and bird calls which now numbers 21 
calls. The new version features a 
longer plug to permit a longer, freer 
passage of air for easier blowing and 
truer tone. 


The D-2 Duck Call is made of a new 
hard rubber composition. There are 
no metallic overtones or muffled 
wood sounds, according to the manu- 
facturer, and the pitch is not affected 
by weather or moisture. The new 
improved model sells for the same 
price as the previous model D-2, 
$2.50. For more information — 

Write in No. 667 on card, pg. 73 


Aluminum Boats 


Tops in its line of aluminum boats 
designed for every purse and purpose 
is the 15-foot Viscount, the Resort 
Boats Division, Southwest Manufac- 
turing Co., Little Rock, Ark., an- 
nounces. 


The deluxe sports runabout has a 
fiber glass deck and coaming and a 
one-piece die formed hull. Said to be 
luxuriously fitted and completely 
equipped, the boat has a two-tone 
finish with matching fitted uphol- 
stery. Standard equipment includes 
curved windshield, steering wheel 
and rigging, chrome combination bow 
light, chrome cleats, and fiber glass 
battery box. 

Viscount is OBC certified for 40 hp 
and can take up to 60 hp under nor- 
mal conditions and with competent 
driver, the company states. 

In pointing out special features of 
the Resorter line, officials state that 
there are no upkeep or maintenance 
problems; nothing to shrink, swell, or 
rot; integral construction with mini- 
mum of seams; and resistant to salt 
water corrosion. For more informa- 
tion— 

Write in No. 668 on card, pg. 73 
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The R-W line of hardware 
includes the following 
products: 
®@ “LOCK-JOINT" Track and 
Hangers for doors of all 
sizes and weights. 
@ R-W Weatherproof Barn- 
door Track and Hangers. 
@ Latches, Hasps, Door 
Bolts, Flush Pulls, Door 
e Handles, Stay Rollers, 
Binders and Floor Guides 
®@ Hinges in a broad assort- 
ment of types and sizes 
®@ Studding Sockets. 
® Complete hardware sets 
for sliding doors. 
© Complete line of Fire Doors 
and Fire Door Hardware. 
@ industrial Doors and 
Hardware of all types. 
® Electric Operators for all 
types of doors and gates 
.. whether they swing, 
slide or fold. 


for complete information. 
Request Catalog No. 100-R. 





MANUFACTURING COMPANY 








INHERENT IN HARDWARE by R-W 


Quality is a much used word often a much mis-used 
word. Products, of any type, have to be designed and 
manufactured to rigid standards to earn the “quality” 
label. In the heavy-duty hardwore field, one brand has 
earned and retained the “quality” label for over 77 
years... Richards-Wilcox. This reputation has been 
earned only through R-W's years of “designed-for-the 
job” engineering and rugged construction which assures 
that an inherent quality is “built-in” to each piece of 
R-W hardware. This “quality” will “pay-off” for you, 
too yes, for steady turnover, top profits and complete 
customer satisfaction sell R-W hardware the 


QUALITY LINE ot the RIGHT PRICE 


1035 HINGE 
423 HANGER STORMPROOF TRACK 


fLeCTe OFtRATORS 


A HANGER FOR ANY DOOR THAT SLIDES Wade (a5 each other 
7 } 


336 W. THIRD STREET © AURORA, ILLINOIS 


Branches in Principal Cities 


For more information use Handy Return Card, Page 73 





Bulb Planter 


A Green Thumb bulb planter of- 
fered by The Union Fork & Hoe Co.., 
Columbus 15, Ohio, digs a round hole, 
lifts out the dirt, then drops it when 
the handles are spread. It is said to 
make quick work of planting bulbs 
or setting out tomato plants. 





Blades and shanks are one-piece 
heat treated forgings. Handles are 
ash. Each tool is packed in indi- 
vidual display carton which illustrates 
its advantages for planting. For more 
information — 

Write in No. 669 on card, pg. 73 


Hose Reels 


The Cal-Dak Co., San Gabriel, 
Calif., is introducing two hose reels 
for 1958. One is a portable side-wind- 
er cart-type model of novel design 
that doubles as sturdy hand truck 
when the reel is removed. The other 
is a direct faucet-mounting reel. Com- 
plete instructions for the use and care 
of the item are enclosed with the 
hose reels, 

The cart-type model, item No. 222, 
shown, will retail at $14.95. The 
faucet-mounting model, item No. 220, 
will retail at $6.95. For more informa- 
tion— 

Write in No. 670 on card, pg. 73 


Steel Squares 


A new line of carpenters’ steel 
squares was introduced recently by 
Great Neck Saw Manufacturers, Inc., 
Mineola, N. Y. Claimed to aid the 
carpenter in determining the length 
of any common, hip, valley or rafter, 
the squares are said to be accurately 
graduated and are made of one-piece 
steel. 


Correct top and bottom cuts plus 
side or check cuts are accomplished 
for any rafter with Great Neck two 
foot squares which have a body meas- 
urement of 24” x 2”; tongue measures 
16” x 1%”. The rafter or framing ta- 
ble is on the body of the square. The 
brace table, octagon scale and hun- 
dredths scale are shown on the tongue 
of the square. 

Three types of finishes are availa- 
ble: blue steel with white enamel 
markings, coppered, and aluminum 
alloy. Graduations are in inches from 
1/16” to 1/10”. For more informa- 
tion — 

Write in No, 671 on card, pg. 73 





EXTRA sates... EXTRA prorits 


...the new principle paint mixer! 


TR_ANT mane rowne wane 








It's MIXIT, the revolutionary mixer designed to 
avoid SPLASH and SPLATTER. Mixes paint thor- 
oughly — evenly. Mixit fits any Hand Power Drill 


Call vour wholesaler. or write direct for catalog 
and price list of other famous Gunver products ~ 
City 





W. R. C. Smith Publishing Co. 
Department SH 2-58 


806 Peachtree St., N.E. 
Atianta 8, Georgia 


C) New 


[] Renewal 


ONLY Please enter my subscription to SOUTHERN HARDWARE for 3 


69¢ 


RETAIL 


years. 


Firm — 


a 





Position — 





P. ©. Box or 


SE & a 


a 








(C1 Enclosed find $2.00 


[] Send bill for $2.00 











MARSHALLTOWN TROWEL COMPANY ~-* 


For more information use Handy Return Card, Page 73 


TROWELS 


MARSHALLTOWN, IOWA 
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screen Door Latch 


HARDWARE WEEK SPECIAL: 


Yale's Big Screen 
Spectacular 


Are you fully stocked for the big Hardware Week promo- 
tions (April 24-May 3) ? Yale’s featuring screen door hard- 
ware...and offering you a reduced price. Featured items: 


@ No. 1011 Screen Door Latch—Positive latching, easy opening. 
@ No. 25 Screen Door Latch—New. Latch easily installed. 


@ No. 26 Screen Door Latch—New. Easy installation, beautiful 
styling. 


@ No. 27 Screen Door Latch—New. Styling plus exterior locking. 
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@ No. 506 Screen Door Closer—Pneumati 


, Treversibie, easy n- 
stallation 


SAVE 10%! Order now for Hardware Week. Yale will ship 


in case lots of 30 and will bill you for only 27! Offer expires 


April 30. 


Here’s an added attraction: Also inquire about Yale’s at- 
tractive new self-selling counter display of 12 cabinet locks. 
Write: The Yale & Towne Manufacturing Company, Lock 
& Hardware Division, White Plains, N. Y. 


YALE & TOWNE 


For more information use Handy Return Card, Page 73 





Metalized Paint 


A metalized paint in aluminum and 
five other colors that beautifies and 
protects practically any type of roof 
was introduced recently by Carter 
Paint Co., Liberty, Ind. Known as 
Liberty Aluminized Roof Preserver, 
the new coating was developed by 
Carter in cooperation with Aluminum 
Co. of America. 


Colors are red, silver-gray, blue, 
green, sand, and aluminum. The paint 
is an easy-flowing, pigmented, metal- 
ized liquid asphalt coating, reinforced 
with pure Canadian asbestos fiber. 
One coat is said to produce a thick 
metallic protective covering designed 
to waterproof, insulate, decorate, and 
preserve old roofs. It may be ap- 
plied with a roofing or paint brush, 
squeegee or spray gun. 

The preserver is also suitable for 
waterproofing and decorating vertical 
walls of cement, concrete, stucco, and 
cinder block. 

Covering capacity is approximately 
150 to 300 square feet to the gallon, 
depending upon the surface. The 
paint comes in quart, gallon, and five- 
gallon cans. For more information — 

Write in No. 672 on card, pg. 73 


Pennsylvania Mowers 


Pennsylvania Lawn Mower Divi- 
sion, American Chain & Cable Co., 
Inc., Exeter, Pa., designates its three 
new rotary power mowers as the 
Croydon, Brookline and Avalon, left 
to right respectively in the accompa- 
nying photograph. The mowers are 


color-styled in white, beige, orange, 
and black. 

Spearheading the line is the 21- 
inch self-propelled Croydon which is 
powered by a 2.75 hp, 4-cycle, Briggs 
& Stratton engine with rewind start- 
er. Net weight is 95 pounds. 

The Brookline is also a 21-inch 
unit and is equipped with a 2.25 hp, 
4-cycle, Briggs & Stratton engine 
with rewind starter. Net weight, 65 
pounds. 

The Avalon is an 18-inch mower 
equipped with a 1.75 hp, 4-cycle, 
Briggs & Stratton engine with re- 
wind starter. Net weight is 55 
pounds. 

Each of the mowers in the line can 
be supplied with electric starters at 
extra cost. For more information— 

Write in No. 673 on card, pg. 73 


Coral King Line 


To round out its complete range of 
terminal tackle in the Coral King 
shade, Sunset Fishing Lines, Florence, 
Ala., is packaging 12 sizes of the 
monofilament as leader material. 


Dealers can select individual test 
weights in 12-dispenser boxes, or 
specify an 8-dozen assortment that 
includes a counter dispenser at no 
extra charge. Coral King leader ma- 
terial is offered by Sunset in all 
standard tests, from 1-to-30 pound 
test, and at the list price of 25 cents 
per dispenser. 

Dispensers are the 2%” -diameter 
pocket-size. 

CK leader monofilament is said to 
have a permanent, non-fading color 
and unusually high knot strength. 
New catalog sheet #502 is available 
without charge and incorporates the 
full choice of Coral King lines, from 
the recently-announced Floating Fly 
line to the braided nylon Surf-Squid- 
ding line. For more information— 

Write in No. 674 on card, pg. 73 


Four Cell Torch 


A four cell, six-volt super-power- 
ful torch is introduced by Burgess 
Battery Co., Freeport, Ill. It is said to 
combine the handiness of the family 


flashlight with the long distance 
carrying power of portable electric 
lanterns; weight of the Satellite torch 
is 22 ounces. 

Finished in triple plated chrome, 
the light has an all brass, seamless 
barrel instead of ordinary steel, and 
features a_ three-position locking 
switch with an instantaneous action 
signalling button. A special built-in 
bulb-protector inside the lighthead 
shields the bulb from breakage by 
dropping or rough handling. 

Burgess has created a_ special 
counter top and window display to 
demonstrate its three new Satellite 
flashlights—styled identically with 
the four cell is the standard 7”, two- 
cell flashlight, and a 5%4” junior 
model. For more information— 

Write in No. 675 on card, pg. 73 


Roto-Hoe Riding Mower 


Roto-Hoe & Sprayer Co., Newbury, 
Ohio, introduces the “Islander,” so 
named from its adjustable outrigger 
wheels at rear which prevent tipping 
even on steep side hills. 

Special advantages claimed include 
height adjustment, full 26” wide cut 
with close-up trimming feature, twin 
spindle cutter, spring seat forward 
away from motor heat and fumes, 
4-hp engine with variable forward 
speeds and reverse, easy steering and 
controls with minimum turning ra- 
dius, independent operation of drive 
and mower mechanisms as desired. 
For more information— 

Write in No, 676 on card, pg. 73 
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Block Plane 


In connection with 1958 Hardware 
Week, Stanley Tools, a division of 
The Stanley Works, New Britain, 
Conn., has announced availability of 
its No. 110 block plane at a special 


price of $2.49. Packed three to a box, 
the plane is 7” long, has a 15%” cutter, 
and comes with a nickel-plated lever 
cap and hardwood knob 

Other Stanley promotional items 
have been created for the Handyman 
screwdriver (HW3036) and Screw- 
Mate countersinks (HW1525BD). For 
more information— 

Write in No. 677 on card, pg. 73 


Display Equipment 


Install-it-yourself island display 
units and wall shelf merchandisers 
which may be assembled easily in 
one hour are offered by the Reeve 
Co., 9249 East Bermudez St., Rivera, 
Calif. 

The island unit, shown here in the 
installation process, is put up without 
special tools, is said to save substan- 
tially on initia] cost, and provides 50 
square feet of selling space in 18 
square feet of floor space. It is 6-feet 
long and 4-feet high, with all-steel 
base frame and shelf standards to 
handle heavy loads. The Perfo-Board 
shelves can be adjusted at 1-inch in- 
tervals to any desired height. Alumi- 
num price strips are provided on the 
edges of the shelf panels. Three- 
inch glass bins may be used with the 
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gondola also. 

No special tools are needed for 
complete installation of the 8-foot 
wall merchandiser. The unit includes 
6-foot Perfo-Board shelves, provided 
with aluminum price strips; shelves 
are adjustable at 1l-inch intervals to 
any desired height. All-steel wall 
standards and brackets used in the 
unit will carry heavy loads of paint, 
machinery, appliances, etc 

An illustrated catalog with assem- 
bly instructions and store engineer- 
ing suggestions on use of display 
equipment is offered without charge. 
For more information— 

Write in No. 678 on card, pg. 73 


"Outdoor" Brushes 


Two brush items, in new dealer 
six-packs, will be offered by Ox 
Fibre Brush Co., Frederick, Md., in 
its 1958 Hardware Week promotion. 

The Ranch House Broom, designed 
for use on patios, terraces, walks, 
carports, and other “outdoor” sur- 
faces, is a push-type, tough-fibred 
broom. The brush head is 14” wide, 
while the handle measures 54”. The 
Ranch House Broom head, shown, is 
packaged in a colorful, 
display carton. Six brush heads and 
six 54” handles will comprise a com 
plete shipping carton, A regular $2.98 
retail value, the Ranch House will 
priced at $2.49 for the 


liustrated 


be specially 


irdware Week promotion 

The Bar-B Q brush set consists of 
a grill cleaner and a long-handled 
basting brush. The grill cleaner has 
i bright craper on one side 


wire bristles 


chrome 
of the head and bra 

on the other. It is 9” long, trim 34”, 

t ile topped by a 

basting brush is 

& with a wire 

brush head, filled 

horsehair. The 

iso in a Six 

carded on a 

display unit ix ts to a shipping 

container. Promotion price will be 

per set, as compared with the 

of $2.69. For 


$2? 19 
regulal retail 
more intormation 


Write in No. 679 on card, pg. 73 











MORE POPULAR 
THAN EVER.. 


in their 
“SERVE 
YOURSELF” \' 


packet 





Since /9OO 


Vakers of farous Moore Push 


113-25 BERKLEY ST. 


Moore Picture Hangers in their handsome, 
colorful Picture Window Packets sell faster, with 
less effort. They're easier to display, easier to 
handle, and the 4 different sizes are more 
quickly identified. For more picture hanger 
sales, stock these 56-year favorites, NOW IN 
TODAY'S MOST MODERN HANGER PACKAGE. 


MOORE PUSH-PIN CO. 





BELONGS ON 
YOUR COUNTER 


The Moore 7208 Counter 
Display. 72 Packet co- 
pacity, yet is only 10%" 
high, with 9” diameter 
base. All metal. Revolves. 
Ask your jobber. 











*i7 
ivis 


PHILA. 44, PA 
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Special Wholesalers’ Issue of 


SOUTHERN HARDWARE 


COMING IN APRIL... 


This should be much the most important special issue we have ever published—an issue ‘‘of, 
for and by" the Southern wholesale hardware trade. And it should be of much interest to 
retailers as well as wholesalers, for it will suggest ways in which both branches of the trade 
may co-operate to develop more efficient operating methods and forge a stronger whole- 
sale link in the chain of distribution. 


Features by Leading Association Officials 


The April special wholesalers’ issue of SOUTHERN HARDWARE, will be tied in with the April joint 
convention: of the Southern Wholesale Hardware Association and the American Hardware Manufacturers As- 
sociation—just as have all the other special wholesalers’ issues of this publication brought out regularly each 
April for the last twenty years. 

_So it will be quite appropriate that we publish as principal features of April SOUTHERN HARDWARE, 
articles written especially for this issue by the current presidents of the two associations which will meet 
jointly in New Orleans, April 13-17. 

Under the general theme of “Forging a Stronger Link,” special feature articles are being prepared for 
this issue by the men who will preside over the convention sessions in New Orleans, as follows: 

D. May, President, Southern Wholesale Hardware Association. (President, Bluefield Hardware Co.) 

John C. Cairns, President, American Hardware Manufacturers Association. (President, The Stanley Works.) 


“How We Are Forging A Stronger Link" 


In this issue many of the South’s leading hardware wholesalers will tell what they have been doing, or 
are doing currently, to bring about greater efficiency and economy in their operations—and what results have 
been obtained. These will range all the way from detailed accounts of the rather genera] and drastic over- 
hauling of management and operating procedure in long-established wholesale hardware houses, to shorter 
articles relating to changes in just one or a few departments. 

Among those who have prepared or are preparing special articles for the April wholesalers’ issue are the 
following: 

W. F. Barnes, President, Lee Hardware Co., Shreveport, La. (A detailed account of the general reorganization 
of a century-old wholesale hardware business after it was brought under new management this past year.) 

Leslie M. Stratton, III, President, Stratton-Warren Hardware Co., Memphis, Tenn. (An article dealing particu- 
larly with changes which have been worked out in streamlining their warehouse operation, and in im- 
proving their service to the retail trade.) 

Joe W. Pitts, President, Brown-Roberts Hardware & Supply Co., Alexandria, La. ‘Another detailed account 
of general changes worked out in a long-established wholesale hardware business, but under same man- 
agement as heretofore. These changes pertain chiefly to organization, accounting, warehousing, and 
counter sales.) 

Dean S. Paden, Chairman, King Hardware Co., Atlanta, Ga. (This article will cover a number of minor 
changes which have been made in various departments to improve the company’s operations.) 

Milton F. Hilbert, Vice President, Woodward, Wight & Co., New Orleans, La. (An article relating to their 
new order-invoicing procedure adopted one year ago and the great advantages already evident in reduction 
of costs and elimination of errors.) 

W. D. Stuart, Jr., President, Richmond Hardware Co., Richmond, Va. (This article pertains to suggested 
changes in packaging, etc., which should enable the hardware trade to compete more effectively with 
the new super markets and the chain stores in the rapidly growing suburban shopping centers.) 

Marvin May. C. M. McClung & Co., Knoxville, Tenn. (This article will tell of the sales promotion program 
worked out for their dealers this last year, why some dealers use it and others do not, and the general 
results of the program.) 


Don't miss this special issue. You will find it packed with important information that will have 
a significant effect on your trade relationships. If your subscription is due for renewal before 
April why not take care of it now? 


SOUTHERN HARDWARE 


806 Peachtree Street, N. E. 
Atlanta 8, Georgia. 
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\ 
ANOTHER ~ KEY TO GREATER PROFITS FOR IH DEALERS! 





ay . 


With a parts depot stock within easy reach, IH dealers can assure customers 
“dependable performance” from their IH equipment. 


LARGEST NETWORK OF PARTS DEPOTS 


backs IH dealer’s service... sales... profits! 


Unmatched in the farm equipment industry, International 
Harvester maintains 11 parts depots conveniently located 
across the country. No IH dealer is more than a few hours 
away from one of these complete supplements to his own 
stock of replacement parts for the IH machines he sells. 
Using modern, production-line methods, most emergency 
orders are filled the same day they’re received. 

Fast, prompt service by the nation’s greatest network of 
parts depots, offers an IH dealer important advantages: (1 
He can assure every customer of speedy, crop-saving service 
for IH machines. This builds customer satisfaction, confi- 
dence, loyalty ... helps sell more new equipment. (2) He 
can eliminate many seldom-called-for items from his,parts 
inventory. This frees capital for other profitable uses. 

Streamlined parts distribution is one of many progressive 
IH programs... one of the many “keys to greater profits” 
for IH dealers! 
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Vag. n FACTS AND TRENDS 
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> Farm Income 


Through the first 11 months of 1957, farmers received abor 

dollars from marketings, 2% less than in the same period of 56. Prices were 
up an average of 3%, but the volume of marketings was down. Receipts fro 
livestock and products of 15.7 billion dollars were up 5% from 1956, t 
crop receipts were down 10% to approximately 11.3 billion dollars. 
from cotton were down a third because of smaller marketings. 


>» Commodity Highlights 


Price support levels for dairy products during 1958-59 will be 
parity... with the smallest acreage planted in many years, total 
production in 1957 was equal to the largest in history . . . the 195 
crop is estimated at 10.9 million running bales, the smallest since 
9.9 million bales were produced ... feed grain production in 1957 w 
high, totaling 142.4 million tons, 9% above 1956 and 5% above the 

set in 1948 . . . the estimated 1,680 million pounds of tobacco produced 
is 23% below the previous year, and 22% below average. 


> Prices Paid 


Prices paid by farmers for commodities and services in la 
new high level. Items both for farm production and fami 
advanced in price. 


> Exports 


Agricultural exports during the July-October period of 1957 were 
1,536 million dollars, about 5% below the corresponding period 
However, the volume of exports was higher in comparison with most ; 


> Farm Prices Received 


Prices received by farmers advanced alm 


st 
Be 


November, approximately 3% above the 1956 
gained little advantage in view of ! 


> Cotton 
The supply of cotton in the 


mated at about 22.2 million running bales. 
1958 will be around 8.2 million bales, the 
have been moving up steadily and on Decemb: 
Middling l-inch was 34.98 cents per pound. 


> Consumer Income 


High-level consumer incomes will continue 
all types of farm products. Despite some 
income in November was at an annual rate of 
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NEWS HIGHLIGHTS 


Minneapolis-Moline Elects 
Duncan to Presidency 


J. RUSSELL DUNCAN of Chicago, 
former vice-president of Consoli- 
dated Foundries and Mfg. Corp., 
has been elected president and 
chief executive officer of Minne- 
apolis-Moline Co., replacing Henry 
S. Reddig, who resigned. The an- 
nouncement was made by E. S. 
Reddig, board chairman. 


J. Russell Duncan 


Duncan, in 1947, served as head 
of the Capital Goods Section of the 
E. C. A. mission to Italy under Da- 
vid Zellerbach. As such, his re- 
sponsibility had to do with plan- 
ning the rehabilitation of the Ital- 
ian automotive and steel indus- 
tries. A Tucson, Ariz., native, Dun- 
can is 40 vears old. 


a 


Schumacher Becomes IH 
Executive Vice-President 


W. C. SCHUMACHER has been 
elected as executive vice-president 
and board member of Interna- 
tional Harvester Co., according to 


98 


a recent announcement by IH 
Board Chairman John L. McCaf- 
frey. Schumacher was formerly a 
company vice-president, as well as 
executive head of its motor truck 
division. 

Widely-known throughout the 
motor truck industry, he joined IH 
in 1917 as a warehouseman. He 
served as the motor truck di- 
vision’s first sales manager when it 
was formed in 1944, appointed as 
its general manager two years 
later. 

4 


R. C. Cropper, Jr. 
Drowns in Boating Mishap 


RAYMOND C. CROPPER, JR., of 
Macon, Ga., secretary of both the 
R. C. Cropper Co. and the Gantt 
Manufacturing Co., was drowned 
December 21 while boating near 
Macon with several pupils of his 
Sunday School class. 

Youngsters in the boating party 
were quoted later by authorities 
as saying that the accident occur- 
red after Cropper had waded into 
deep water while attempting to 
dislodge their motorboat from a 
sandbar. The cold water is be- 
lieved to have caused cramps. 

Cropper, 31, had lived his entire 
life in the Macon area and was a 
graduate of the University of Mi- 
ami. He was deacon of the Tatt- 
nall Square Presbyterian Church, 
a member of the Salvation Army 
advisory board, president of the 
local Gideon camp, a Scottish Rite 
Mason, and a member of the Ro- 
tary Club. 

ae 


Chimenti Becomes New IH 
Manufacturing Director 


DAN CHIMENTI, former general 
manager of the International Har- 
vester Co. farm tractor division, 
has been appointed company man- 
ufacturing director, according to 


an announcement by Frank W. 
Jenks, company president. Paul 
W. Johnson, former manager of 
the firm’s Louisville works, will 
succeed Chimenti as farm tractor 
division general manager. 

Chimenti joined the Harvester 
organization in 1928 as an assem- 
bler, and Johnson, in 1933 as a 
tool designer. 

© 


New Idea Appoints Daw 
to Executive Sales Post 


Roy M. Daw has been appointed 
assistant sales manager of the New 
Idea Farm Equipment Co, of Cold- 
water, Ohio, according to an an- 
nouncement by R. B. McClarnon, 
general sales manager. Daw will 
assist in general administration of 
all New Idea sales activities, Mc- 
Clarnon said 


Roy M. Daw 


Daw joined the firm in 1940 and 
served as branch manager for the 
company’s South Sandwich branch 
which included Illinois, Iowa, and 
Missouri. He also was branch 
manager in Michigan and Wiscon- 
sin, 
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ey he hp eed POR TA BLE 
, ELECTRIC UNLOADER 


ORDER A SUPPLY NOW 


GEHL BROS. MFG. CO., DEPT. 18-6717, WEST BEND, WIS 





SERVICE SHARES 


FULLY GUARANTEED AS TO QUALITY, FIT AND FINISH 


Patterns are available for practically all plow s, listers, 
middlebreakers in No. 1 soft center or No. 2 crucible 
steel of the highest quality obtainable. Also, we are 
now producing a new line of Star Blade-Type Plow 
Shares — in regular and short patterns — made from 
solid steel, rolled to our own strict specifications, and 
automatically heat treated for maximum strength and 
wearing qualities. You'll want complete details now. 


STAR MANUFACTURING COMPANY 


A 
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WYATT Trade Names & 
Better Built Implements 
MAKE MONEY for YOU! 


SPIRAL 
A cram LOADERS 


A complete line 

of 4,6 and 8 inch 

augers for every 

farm requirement. 

Custom designed 

units for handling 
grain or any free flowing material in farm granaries, 
feed mills, bulk storage plants, elevators or chemical 
handling installation. 


Jayhawk wens TRUCK HOIST 


The completely elec- 
tric-hydraulic hoist 
with no power take- 
off, dual push button 
controls, lower price, 
low-mounting cost. 
W orks with any trans- J 
mission or electrical 
system. Models for 
both large trucks and j MW se 
pickups. 





Sayhans V-PLOW ronezunaue 


Operates at any prac- 
tical depth to kill 
weeds, lift and loos- 
en the earth without 
turning over topsoil. 
Makes —~ seed 


bed under the stub- 
ble to hold moisture, 
reduce erosion and 


shade the ground. 


grey woes se LOADER 


Built for the farm, not in- 

dustry, and priced to sell 

in that market. Big capac- 

ity, heavy duty, tested to 

2500 Ibs. Easily mounted 

on all popular tractors. 

Complete with 48" scoop, 

removable dirt plate, au- 

tomatic load leveler. All 

wanted attachments. 

DISTRIBUTED BY 

Bake pe Past 1, Geer c The Midwest Ce 
Minneapolis, Minn 

~ Myers Equ pt Cerp 


Dey lesto 
Centra Fay ipt Co 
ver 


Drake. S« rues Equi ipt Ce 
Soringfie 
Gath & Hermes, Inc 
Buffalo, N.Y 
B. Hayman Co niversa! Parm Sales, Inc 
Les Angeles, Calif umbus .O. Saginaw, Mich 
Implement Sales Co., Inc M. Wade & Ce 
emphis, Tenn 


Jayhawk Farm implements Since 1903 — 225 5th, Salina, Kansas 
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PROFIT 


FOR DEALERS 


ALL-NEW MF65 First 4-plow tractor 


with genuine Ferguson Systen 


4-Way Work Control. Quadramatic Control, Dual-Range Transmission, Variable- 
Drive PTO and 2-Stage Clutching. 

Wrist-Action 3-point hitch. Ball sockets rotate upward in 90-degree arc to make 
hitching easy. 

Power-Packed Engine. New High-Torque Engine delivers more lugging power and 
economy at all speeds. 434” piston stroke. 7.1 to one compression ratio. 

Four Front-End Models. With standard, high-arch, dual-wheel and single fronts, there’s 
a model to fit every farm. 


Ferguson 35 Massey-Harris 444 Massey-Harris 555 
World’s most famous and 2-3 plow tractor with the Big 3-4 plow tractor for 5-plow power for toughest 
most copied tractor in the Ferguson System. 4-way heavy jobs. 3-point hitch; jobs on any farm or ranch. 
2-3 plow. work control. Four models. four front-end models. Gasoline, Diesel and LP. 
These great tractors plus the complete line of M-F equipment offer Massey- 
Ferguson dealers an outstanding opportunity for big profit volume in 1958. 
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SEE Waxy THE M-F DEALER FRANCHISE IS 
THE MOST OUTSTANDING IN THE INDUSTRY 


No franchise is worth a plugged nickel unless it 
gives the dealer something really noteworthy to 
sell (like our line of tractors, pictured at the left). 
M-F dealers sell the only tractors with the famous 
Ferguson System world-famous Massey- 
Harris combines . . . and over 100 other imple- 
ments as well. It’s farm equipment backed by a 
famous name that dealers can sell with pride and 
farmers can buy with confidence. 
Now here’s what we do to help dealers profit more 
with this outstanding equipment. There’s a very 
liberal sales agreement that includes .. . 

a graduated volume bonus that applies on all 

equipment, implements and parts; 


a generous performance bonus for all dealers; 

a new liberal trade discount on equipment, 

implements and parts. 
Then there’s advertising support. Print advertis- 
ing with an entirely new look in the industry that 
“sings as it sells.’’ Big league radio programs 


using the top Radio Farm Directors supported 
by nationally known farm commentators with 
dealers’ names on every program. 

Add to that not one... but three. . . retail financ- 
ing plans that enable M-F dealers to build a 
tailor-made credit plan for every farmer-customer 
. . . so that farmers can buy what they need, 
when they need it. 

And there’s more. A new parts program, including 
new master parts warehouse plus strategically 
located parts depots . . . new central inventory 
control... to provide the finest and fastest parts 
service ever. And a new arrangement that can 
mean money in your pocket as you demonstrate 
the machines you sell. 

These are some of the big features of our M-F 
franchise. If you'd like to get the whole exciting 
(and profitable) story, get on the phone and talk 
to one of our branches... ask for the Branch 
Manager. 


«~- MASSEY - FERGUSON 


MASSEY -HARRIS-FERGUSON, INC., RACINE, WISCONSIN 


World’s most famous combines and the only tractors with the Ferguson System 


BRANCH ADDRESSES 


CALIFORNIA 
314 S. Aurora Street 
Stockton 8, California 
COLORADO 
5000 Vasquez Bivd 
Denver 16, Colorado 


GEORGIA 
4800 Peachtree Industrial Bivd 
Chamblee, Georgia 


IDAHO 
2200 N. Main Street 
Pocatello. idaho 
ILLINOIS 
1400 East Linn Avenue 
Springfield, I ilinors 
INDIANA 
6143 Brookville Road 
Indianapolis 19, Indiana 


OWA 
4525 E. 14th Street 
Des Moines, lowa 


KANSAS 
2850 Fairfax Road 
Kansas City 15. Kansas 


MARYLAND 
York and Timonium Roads 
Timonium, Maryland 
MICHIGAN 
919 Filley Street 
Lansing, Michigan 
MINNESOTA 
802 St. Louis Street 
Hopkins, Minnesota 
MISSISSIPPI 
Van Winkle Subdivision 
Jackson, Mississippi 


NEBRASKA 
700 S. 72nd Street 
Omaha 8, Nebraska 


NEW YORK 
316 S. Warren Avenue 
Syracuse, New York 


NORTH CAROLINA 
1610 North Tryon Street 
Charlotte, North Carolina 


NORTH DAKOTA 
3110 West Main 
Fargo, North Dakota 


OHIO 
1165 Kinnear Road 
Columbus 8, Ohio 
OKLAHOMA 
3920 N.W. 39th Street 
Oklahoma City 12, Oklahoma 


OREGON 
8303 NE. Kinningsworth 
Portiand 20, Oregon 


TENNESSEE 
1332 Louisiana Street 
Memphis. Tennessee 
Oman Street—Acklen Park 
Nashville. Tennessee 
TEXAS 
6219 Peeler Street 
Dallas 9, Texas 


WISCONSIN 
1717 Taylor Avenue 
Racine, Wisconsin 
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Personal Letters 


Perk Up Sales 


By Beatrice Miller 


— ACCENTUATING a “personal 
touch” among your regular 
customers and prospective buyers 
and watch those sagging farm 
equipment sales perk up. 

At least, that’s a highly-recom- 
mended recipe by Vice-President 
Herman B. Stine of Lupton Or- 
chard Service, Inc., Winchester, 
Virginia, who points to his record 
sale of 46 pieces of spray equip- 


of his mind. It may be something 
you both talked about months ago, 
even years ago. But it causes the 
customer to give it some fresh 
thought. And, of course, a per- 
sonal letter singles itself out of the 
heap of printed advertisements he 
receives with every morning’s 
mail.” 

Basic to a successful promotion 
program by personal letter is the 


Vice-President Herman B. Stine of Lup- 
ton Orchard Service, Winchester, Va., 
writes one of his “bell-ringing™ let- 
ters to a prospect whom he knows is 
looking for a farm equipment bargain 


relationship established between 
prospect and dealer during the 
personal calls of the latter’s service 
mechanic and salesman throughout 
the year. 

“Our service mechanics 
salesmen, as well,” Stine empha- 
sized. “After the season is over, 
a shop mechanic personally calls 
on all our customers and spends 
about 80 percent of his time — 
about six hours a day — visiting 

(Continued on page 118) 


are 


ment recently resulting from 
friendly, personal letters sent by 
him to 80 prospective buyers. 

The “personal touch” to Stine 
means a cordial, down-to-earth 
letter. He swears by that ap- 
proach, maintaining that it should 
be carried out by one man in an 
organization to get the best re- 
sults, 

Commented Stine: 

“A personal letter prepares the 
ground for a personal call—be it 
on the phone or otherwise—and 
yet does not put a customer on the 
spot. It acts as a reminder about bear 5 
something that may be at the back Se Se Se « felaer on Caterpillar ¢ 


thi 





JOHN OEERE™ 
rane WACHINERY 


sreeo 
ermaveme 


GRABILL” awn “CUTLER 
omvEvoms 


BEAN 
ereavens 


CATERPILLAR 
Ravens ano « 


LUPTON ORCHARD SERVICE, INC. 
WINCHESTER. VA 


PHONE MO 


In looking over 
t you may discover 
pre information. 


appliea to orcharc w 
is highly possibi 
hich 3 


you wou. like 2 


some funct 


in the event that you are intersstec in iearnin 

about how Caterpiliar tractore can save you 

your work done on time, at 4 minimum cost t© you, pieare 

and return to us the enclosed post ard; and one of our 
nt t your convenience. 


ney bj 
money by 


tatives will gisd.) ontact you a 





Enc. 
a 


Paving the way for a visit within the week by a company salesman, this letter, 
bearing the firm's “personal touch,” goes to a prospective tractor-buyer. Com- 
pany cars and trucks have two-way radios and Salesman Richard Lytle, left, calls 
into the office, following a field contact, to check on any last-minute errands 
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One of the extra services that this com- 
pany provides its customers and pros- 
pects is a place to browse and meet 
with friends — and plenty of coffee 
close at hand. John R. Beard, owner of 
the company, finds that when customers 
pause to relax they are more approach- 
able for business 


By Theron Garvin 


Volume Up 30% 


with this sales approach 


"QO UR tractor and machinery 
sales during the fall ran 
30 percent above the usual volume 
for that time of year.” 

Not many dealers can say that 
— not nearly as many as would 
like to in view of the big drought 
last summer in some sections and 
the acreage cuts facing many 
farmers and ranchers in other 
areas. 


There has been a good reason 
for such substantial increase at 
the Beard Truck and Implement 
Co., Beaumont, Texas. The increase 
is much the result of giving cus- 
tomers and prospective customers 
many little extras with an accom- 
panying and ever-present sales 
pressure, 

“We have been amazed at the 
way customers have responded to 


: 


t 


ft 
- 
,. 
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this type of selling,” explained 
John R. Beard, owner. “We found 
that farmers and ranchers really 
like to think long and hard when 
they purchase farm machinery and 
sales message 


them 


they appreciate a 
without undue pressure on 
to buy.” 

The Beard firm employs one full- 
and one part-time outside sales- 
man to canvass the entire trad 
territory. These salesmen visit 
their farm customers and prospec- 
tive customers many times during 
the year offering free calendars 
record books, pencils, and litera- 
ture on the new tractors and equip- 
ment available. 

A special invitation is given to 
the farmers they visit to stop 
at the store when they are in town 
and have the time to spare. They 
are assured that they will not be 
given any sales talk or speech un 
less they ask to be shown equip- 
ment. 

“‘We have heard so many farmers 
say that they would buy various 
items if they weren’t continually 
hounded to buy,” Beard said. “We 
knew well what they were talking 
about because we had been given 
doses of the so-called super sales- 
manship at different times before 
and we sure didn’t like it either 

- especially when it came to buy- 
ing a house or car or something 
considered a big investment 

(Continued on page 113 


Casual approach to sales hos won new 
customers for this firm. Chatting in- 
formally with Beard the visiting pros- 
pect, right, purchases new implement 
without undue pressure from company 
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> why 
you get 
faster turnover with 


EYLINE 


the new poultry netting that really stays tight 


Yes, you can see why Keyline sells best. The extra reinforcing wires 
make the big difference between Keyline and ordinary netting. Not only 
does it stretch more easily, but it won’t sag or bulge when erected. 
The extra reinforcing wires are actually woven into the wire. 

The “‘reverse twist’”’ weave adjusts to give a flat, neat surface. 

And it stays tight at the top and bottom, too. 

Yet Keyline costs no more. 


What’s more, your customers will see the story 
of Keyline Poultry Netting advertised in leading 
farm and poultry publications. And you can have 
ad mats and envelope stuffers to help you 
increase your sales. Send in your order today. 


KEYSTONE STEEL & WIRE COMPANY 


PEORIA 7, ILLINOIS 


RED BRAND® Fence - RED BRAND® Barbed Wire . RED TOP® Steel Posts . Gates . Non- 
Climbable Fence - Ornamental Fence - Bale Ties . Nails - Keycorner - Keybead - Keywall 
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When you can show today’s farmer how he can 


save time and money and still increase his crop 


yield—you've got yourself a sale! And, you can 


do just that with the Corson Mulcher. What's 
more, Corson’s special demonstration sales plan 


makes the showing easy and impressive. 


Corson backs you up with cooperative news- 


paper advertising, mailing material and sub- 


stantial ads in familiar farm publications. 


The Corson Mulcher is just one of the many 
farm-tested and proven implements in the great 
profit-building Corson Line. If you're interested 
in boosting your sales volume and your profits— 


you ll be interested in what Corson offers you. 





Corson 
Pressure Harrow 


Hydraulic-lift controlled harrow at- 
taches readily to a wheel disc, field 
cultivator or tiller to perform a fast, 
2-in-1 job. Easily locked in “up” po- 
sition when not needed. Saves labor 
and produces an excellent seedbed. 


Corson 
Seedmaster 


Mounts on any tractor. Sows up to 
25 ft. strip. Seeds up to 25 acres an 
hour by controlled seed broadcast 
method. Engineered for fast, effi- 
cient and dependable service. No 
gears or flexible cables to wear out. 


Corson 


Wheel Weights 


Easily attached, tank-type weights 
filled with water or sand produce 
required weight. To reduce weight 
simply drain out water or sand. 
Easy elimination of weight when 


not needed saves unnecessary wear. 


Other Profit-Building Corson Items Include: 


TRACTOR SEAT CUSHIONS - SAFETY COUPLING PINS - FORK LIFTS 
RUNNER GUARDS - MULTI-LUBE UNITS - CULTI-LEVELERS 
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PA GSE. 


and a great line of allied farm tools 





Corson Mulcher produces a superior seedbed with far less 
labor time. Insures clean, weed-free ground that traps and holds moisture be- 
cause the soil is worked DOWN—never up. The action pulverizes the soil and 
then firms it into ideal planting condition. The Corson Mulcher also does an 
excellent job of early cultivation and is an effective implement for renovating 2165 North Sherman Dri 
pastures. Rugged and simple in design there is nothing to repair or lubricate. Indianapolis 18, Indiana 


Here is a high profit item for any retail dealer. 


Distributors and Dealers 
Inquiries are Invited 


Send to: JOHN T. EVERETT & CO. 


Exclusive Southern Sales Agent 
P. O. Box 8047 + 35S. Cooper Street * Memphis 4, Tent 


Please send me the complete story on the Corson Line includin 


For Full 


Information 


product folder, your price deal and special discount advantage 
NAME riTLi 
COMPANY 


ADDRESS 


CITY ZONE STATE 
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Wholesalers you should know: 


R. C. Cropper 


“It’s my contention that any dealer 
should expect and demand of the 
short-line wholesaler all the service 
that the major equipment dealers get 
from long-line manufacturers .. , It’s 
up to the dealer to take full advant- 
age of the promotional aids offered by 
the wholesaler. That means that the 
dealer has to get out and dig for busi- 


ness.” 


ICK UP any supply catalog from 

R. C. Cropper Co. of Macon, 
Georgia, and, if you look carefully, 
you will spot the following inscrip- 
tion on the flyleaf: 

“For more than 30 years the 
dealers of the Southeast have 
looked to this company for farm 
machinery repairs, and the acces- 
sories and supplies needed to keep 
farm machinery operating. We 
have considered it an obligation to 
carry in stock not only the faster 
selling portion of any line, but the 
obsolete and slow-moving items 
also. These are frequently carried 
at a loss, because so few of them 
are sold, but we have always ac- 
cepted the responsibility of looking 
after these odd repairs and sup- 
plies, and we will continue to do 
so.” 

The fact, however, that the com- 
pany stocks several thousand ad- 
ditional parts which sell too slow- 
ly for catalog-listing is apt to be 
overlooked. And therein is defined 
the basic philosophy of R. C. 
Cropper, Sr., a leader among the 
successful wholesale distributors 
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The R. C. Cropper Co. 


By Sid Wrightsman, Jr. 
Associate Editor 


of farm implements and accessories 
in the South. 

Admittedly, this firm developed 
through no slow evolutionary proc- 
ess. It took a dynamo to deliver the 
operation’s forward thrust, and 
Cropper, himseif—sagacious, two- 
fisted, and dead aware of the 
Southern farmer’s psychology and 
approach—was patterned to speci- 
fications. 

You question him about how this 
relatively young wholesaling op- 
eration got started and he’ll tell 
you that it took (1) an idea and (2) 
a wooden crate under his bed. 

A native of Ohio—“Brown coun- 
ty, just east of Cincinnati’—Crop- 
per came South in 1912 as a sales- 
man for a Peoria, Illinois, manu- 
facturer of mower parts. Working 
out of Macon, he called on hard- 
ware dealers in Georgia, Florida, 


Alabama, South Carolina, and 
Mississippi, peddling mower wear 
plates, clips, sections, guards, 
pinions, gears, knife heads, etc. 

“It was the lowly hardware deal- 
er in those days whom the farmer 
had to depend upon for broken- 
parts replacement,” Cropper de- 
scribed. “When the dealer lacked 
the necessary replacement, the 
farmer, his crop at cutting stage, 
was the loser. He sweated out the 
item ordered from the manufac- 
turer by the dealer. More often 
than not, a week’s wait by the 
farmer without a mower meant the 
utter ruin of a perfectly good 
crop.” 

And thus evolved Cropper’s un- 
der-the-bed wooden crate which, 
to meet the foresaid contingencies, 
he began filling with most-asked- 
for parts. If, while on the road, he 
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First in a Series 


In service to the retail dealer, the short-line wholesaler 


has played a significant role in building and expanding 


the market for farm machinery and equipment down 


South. This article, and those to follow, will examine that 


service through profile presentation of a ‘'representa- 


tive" southern farm equipment wholesaler—his business 


philosophy, attitudes, and formula for successful service 


to the industry. 
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ran onto a dealer wanting a speci- 
fied mower pinion, he notified his 
father at Macon to drag out the 
crate, find the item, and mail it 
posthaste to the dealer. 

This sort of spare-time activity 
on Cropper’s part went on in the 
early years following World War I. 
It continued to flourish. The crate 
was soon replaced by well-stocked 
wooden garage shelves, which now 
offered his father a full-time job. 
The R. C. Cropper Co. sprang into 
being in 1925 when it became ad- 
visable to move the ever-expand- 
ing part bins into roomier down- 
town headquarters. Early letter- 
heads of the company identified it 
formally as a supplier of mowing 
machine parts and blacksmith sup- 
plies. 

Prior to 1931 when the company 
moved to its present site, Cropper 
continued to travel, while his 
father, one woman secretary (now 
the firm’s head bookkeeper), and a 
colored leg-man carried on the 
burgeoning activities of the busi- 
ness. 

The firm took on its first line of 
farm implements in 1930—har- 
rows, hay rakes, cultivators, and 
leather collars. And, on the death 
of his father the following year, 
Cropper permanently gave up his 
road job, assuming full-time man- 


Cropper personnel policies attract and keep employees. Above, Vice-President 
Ed Moore, left, who joined Cropper in the mid-30's as the firm's initial man- 
ager, hands an invoice to Company Treasurer Uley T. Morgan for latter's okay 


agership of the Macon company 

Today, the Macon operation con- 
sists of three bulging warehouses, 
order and billing departments, and 
a relatively recent catalog-ad- 
vertising section, from whence 
emanates the firm’s widely-recog- 
nized lithographed catalogs, 
monthly sale leaflets, and related 
promotional pieces. 

Cropper’s present working com- 
plement numbers approximately 
70, including warehouse hands. 

Sixteen active representatives 
comprise the Cropper sales force 
which thoroughly covers Georgia, 


Cropper wares care attractively merchandised in neat, well-illustrated catalogs, 
issued cnnually via multilith process, from firm's own advertising department. 
Above, Willie Darity, company ad specialist, prepares page run on multilith unit 
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South Carolina, Florida, and Ala- 
bama. One of these, Cropper refers 
to as his “promotion specialist.” 
This man—‘“a young bachelor with 
no ties’ —travels full-time through- 
out the four-state area. He drives 
a well fitted-out truck, bristling 
with Cropper implement lines, and 
is prepared, at a second’s warning, 
to set-up a dealer demonstration in 
the middle of a corn field, if cir- 
cumstances require 

Cropper takes full advantage of 
all factory specialists. But in place 
of the centrally organized 
meetings, he prefers to assign his 
truck-traveling promotion man to 
full-time duty with the factory 
specialist to learn inside-out as- 
pects of the machines. In turn, 
Cropper’s man heads for the field 
and schools each salesman indi- 
vidually in basic machine instruc- 
tion. 

“The sales force comes to depend 


sales 


on my promotion man as a ‘trouble- 
shooter,’ within easy reach for such 
things as demonstrations and me- 
chanical analyses whenever neces- 
sary,” Cropper explained 

The company leases three trucks 
and tractors from a Macon service 
solely to provide speedy pick-up of 
equipment at factory points 

Though Cropper is not entirel) 
contemptuous of automation as 
such, mention of such equipment 
for his particular brand of business 
is apt to make him audibly grum- 
ble 

“When you get 1 
who cares whether a 
truck or, as in my c: 


ight down to it, 
fork-lift 


a couple of 
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Dealers! WIN a FREE 


Every Eclipse Mower Dealer 
has an Equal Chance to WIN 


Additional Prize Trips to New Orleans and Colorado 
First prize in this wonderfully easy Eclipse contest 
is a carefree, cost-free vacation in Mexico. The 
winning dealer (and his wife!) will revel in the exotic 
charms of Mexico for 7 full days. Second and third 
prizes are similar FREE vacation trips to colorful 
Colorado and historic old New Orleans. And remem- 
ber: store size or sales volume do not affect your 
chances; any Eclipse dealer—in any size town— 
can win a vacation or some other worthwhile prize. 


There’s nothing difficult or costly about having an Eclipse Try-Out Party in 
your town. We provide a complete how-to-do-it manual. You can do it alone, 
or (in larger communities) combine your efforts with other Eclipse dealers. 


The object of the Try-Out Party is simply to get your customers to operate 
Eclipse mowers in person... see for themselves how easy and restful Eclipse 
mowers are to use. 


Nothing sells quite so dramatically as a self-demonstration. You’re bound to 
get real, “‘live’’ prospects—actually sell more mowers—make more money. 
And regardless of the size or scope of your ““Try-Out Party”—when you report 
on the results, you have an equal chance to win a free vacation! 


Plan now to win... mail the coupon or see your Eclipse salesman for details. 


THE ECLIPSE LAWN MOWER CO. 
Div. of Buffalo-Eclipse Corporation 
2824-A Railroad St. . Prophetstown, Illinois 
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Vacation in Mexico 


Duplicate prizes to 


sles certs tot Di7ag alorp 


tance of retail selling—by giving 
an equal prize to the manager of the 
mower department in the winning 


stores. Here, too, the wives are ° ° 
included on the free vacations! Picture-a-minute 


Polaroid 
Cameras 


In another contest there 
will be Polaroid camera 
prizes to winning mower 
sales clerks in ALL 
Eclipse sales districts— 
with duplicate prizes to 
their employers! This is 
the nationally famous 
camera that gives 
printed pictures in 60 
seconds from the snap 
of the shutter! 


SIMPLE 


t Have your mower sales clerk(s) fill in a simple 
“quiz sheet” and return to Eclipse. 


2 Hold an Eclipse Try-Out Party before July 1, 1958 
that has been advertised to the public. 


s Send a written report on it to Eclipse with photos 
and proof of promotion (tear sheets, station 
affidavits, etc.). 


a Keep it strictly an Eclipse demonstration—no 
other products of any kind, 


ETT TT) on LET THE ECLIPSE LAWN MOWER CO. 


Prophetstown, Illinois 
Yes—! want o chance at that wonderful vocation in Mexico—and the PROFIT 
from more Eclipse sales! Send me full details by return mail. 


clerks who sell Eclipse mowers. 
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In 1931, Cropper's burgeoning business moved from a one-room set-up to its 
present site, shown above. Today, his Macon operation includes three bulging 
warehouses, sizable executive offices, and an expansive advertising department 


husky warehousemen jag-up a 
warehouse order, as long as it gets 
to its destination quickly and in 
top order!” he questioned. 

On this subject, his favorite 
story concerns an IBM-equipped, 
fluorescently-illuminated competi- 
tor in a nearby state whose order 
secretary accidentally pushed a 
wrong button on an automatic 
transactor. The machine’s chain re- 
action, he swears, promptly, but 
inexorably, supplied with six 
leather horse-collars a dealer who 
had placed a rush order for a half- 
dozen hand lawn mowers. 

“Those things might work for 
you, but they’ll never come up with 
the ability to think for you,” he as- 
serted. 

Company Vice-President Ed 
Moore, who joined the firm in the 
mid-30’s, likes to tell tales about 
Cropper’s business acumen. 

There was the time, for example, 
when Cropper purportedly bought 
full carloads of scissors and butcher 
knives from a bankrupt manufac- 
turer. According to Moore, it took 
years to unload the things, but the 
“works” was ultimately sold to 
dealers at sizable profit for Crop- 
per. 

There’s also the one _ about 
Cropper buying a warehouse lot of 
barrels at 50¢ apiece. The barrels 
collected dust for years without an 
interested prospect until World 
War II days when such things be- 
came premium articles. Croppe1 
offered the lot, for a _ half-buck 
each, to the first prospective buyer 
who came along, emphasizing the 
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fact that such price was at original 
cost. At the conclusion of the trans- 
action, the buyer, exuberant over 
the bargain, let slip to Cropper that 
he had been prepared to offer $2.00 
a barrel. 

Cropper is a firm believer in 
merchandising his wares via cata- 
log, the compilation and produc- 
tion of which, until twelve years 
ago, was farmed out to printers on 
a bid basis. 


Catalog Department 


The company now maintains its 
own catalog lay-out and production 
department, ably directed by Willie 
Darity, a specialist in typography, 
art, and editorial techniques. The 
catalogs are lithographed and fully 
illustrated. And to some _ 6,000 
farm equipment and hardware 
dealers throughout the South an- 
nually go Cropper’s four catalogs 
on implements, parts and supplies, 
hardware, and sporting goods and 
cutlery. 

The publications are of consider- 
able assistance to dealers in that a 
special method is followed which, 
at a glance, simplifies pricing and 
enables them to utilize the catalogs 
freely in front of customers. 

Another major program of the 
advertising department is the col- 
lecting and collating of available 
promotional materials offered by 
Cropper’s short-line manufactur- 
ers. 

“This 
ordinarily 
written,” 


unfortunately, is 
poorly 
“mainly 


stuff, 
skimpy and 
Cropper said, 


because the small manufacturers 
have no advertising departments 
and farm out such writing to ad- 
vertising agencies, most of whom 
do a deplorable job for our money.” 

As a past-president of the Farm 
Equipment Wholesalers Associa- 
tion, Cropper has been encourag- 
ingly successful in spearheading an 
association drive to induce short- 
line manufacturers to include with 
their products’ well-illustrated, 
simply-worded, and factual direc- 
tions on the setting-up and mainte- 
nance of equipment. 

“You can’t expect 
dealers and farmers to guess their 
way through those procedures,’ 
Cropper pointed out. 

What does Cropper feel that a 
dealer may expect from the farm 
implement wholesaier? 

“It’s my contention that any 
dealer should expect and demand 
of the short-line wholesaler all the 
service that major equipment deal- 
ers get from long-line manufactur- 
ers. This, to be sure, places heavy 
responsibility on the shoulders of 
us wholesalers.”’ 

What does Cropper feel that the 
wholesaler, in turn, can expect 
from the dealer? 

“It’s up to the dealer to take full 
advantage of the promotional aids 
offered by the wholesaler. That 
means, of course, that the dealer 
has to get out and dig for business 
He’s got to contact farmers in his 
vicinity, rather than waiting fo! 
them to contact him. We whole- 
salers are glad to set up field 
demonstrations wherever and 
whenever they’re needed, but the 
dealer, in any case, must carry the 
ball.” 

What about the future business 
outlook for both farm implement 
wholesaler and dealer? 

“As far as I’m concerned, it 
couldn’t be better. But there’s one 
thing sure, the ‘old gravy train’ has 
quit running. We’ve all got to get 
out and look for business as neve! 
before. The business is there, if 
we’ll just go after it. It won’t come 
to us now in the easy way that it 
once did.” 

What is Cropper’s outlook fo! 
the South as a whole? 

“Why, we haven’t seen ou! 
capacity yet. The opportunities are 
unlimited in the South—industrial- 
ly, agriculturally, in every way 
And I can tell you one thing: if I 
were just starting out and had it 
to do over, I would do just exactly 
what I did... head for the South 


grass-! oots 


peak 
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Volume Up 30 Percent 
With This Sales Approach 


(Continued from page 103) 


Therefore, we decided to begin 
1957 with the policy of never put- 
ting ‘uncomfortable’ sales _ pres- 
sure on the customer. We tell them 
all there is to know about our trac- 
tors and machinery and let them 
make their own decision, We get 
our share of the business and make 
much more satisfied customers. 

“Here is how our tractor selling 
works. Our salesmen talk to cus- 
tomers or prospective customers 
until they become interested in op- 
erating one on their farm. The 
salesman delivers it to the farm 
and carefully explains operating 
procedures. Our salesmen tell 
prospects to call the company when 
to pick up the equipment. Thus 
far this year only one tractor has 
been returned. 

“Another idea we started using 
this year and which has proved 
very successful is inviting farmers 
and ranchers to go for a ride with 
us when they have the time to 
spare. We take them out to some 
nearby farm where the farmer is 
in the process of breaking land, 
preparing to plant, etc., and talk 
over what we think of the process. 

“Since we know most of the 
farmers and ranchers in the area 
we stop and talk to them about the 
work in progress and farming in 
general. We have made approxi- 
mately 20 trips the first three 
months of this year and as a result 
have sold four sets of disk, two 
plows and one tractor. 

“This idea gets us much better 
acquainted with our customer and 
makes him feel he is rather ‘spe- 
cial’ to get this extra attention. 

“Since most visitors to the store 
will browse for a while we pur- 
chased a large coffee maker and 
keep this operating in the display 
room at all times. We invite every 
customer or prospective customer 
to stop by for coffee every time 
he is passing the store. 

“For the customer who has time 
to linger, we have a large lounge 
next to the coffee maker where 
he can visit with friends. We 
have added many new customers 
who have originally been brought 
in by our old customers for a cup 
of free coffee. 

“Another way the availability of 
coffee helps us is when customers 
stop by to look at certain pieces 
of machinery in which they are 
interested. We make it a point to 
get them a cup of coffee and then 


take them out where we have the 
machinery on display. When we 
stand around the machinery drink- 
ing our coffee and talking we find 
this places them in a much better 
mood to do business.” 

In the shop, the Beard firm also 
uses the easy selling method. When 
a customer brings in something to 
be repaired, the mechanics repair 
only what needs fixing, doing only 
that work which the farmer re- 
quests. Before the machinery is re- 
turned to the farmer he is given 
a report on things that may need 
attention a little later 

If there is something 


that may 


need attention sooner, the mechan- 
ic calls the customer, reports what 
he has found and gets his okay on 
the work to be done. They find 
many farmers like to make cer- 
tain repairs themselves; therefore, 
they carefully check on things that 
haven't been ordered 

Since most farmers like baseball, 
the co-sponsors all the 
local baseball games during the 
Instead of regular commer- 
cials, they bring farmers tips and 
farm news that will be of help. 
A reminder is given as to the type 
and make of farm machinery han- 
dled by the 


company 


season 


company 
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BETTER PROFIT FOR YOU 
BETTER PERFORMANCE FOR YOUR CUSTOMERS 





TeeJet SPRAY NOZZLES—with choice 
of over 400 interchangeable orifice 
tips . . . flatjet, ConeJet, full cone, 
disc type and solid stream. 


Boomfet SPRAY NOZZLES—for the 
broadcast spraying of grains and 
grasses .. . provides spray up to 66 
feet wide. Made in brass . . . and 
in aluminum for nitrogen fertilizers. 


7 
TeeValve tox selective spray 
boom control from tractor seat. 
Exclusive design permits selection 
of setting before spray is turned on. 


Gunfe t SPRAY GUNS—adjustable 


sprays in choice of models and 


rotating handle and 
. . for pressures 


capacities .. . 
trigger designs . 
up to 800 psi. 


STRAINERS—complete choice of line 
and suction strainers. Large screen 
areas for trouble-free operation. 








FITTINGS AND ACCESSORIES —all 
types of boom fittings, connectors 
and auxiliary equipment for 
spray booms and sprayers 


Beis. rat 
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FOR COMPLETE INFORMATION 
WRITE FOR THE 1957 TEEJET 
FARM DEALER CATALOG 


SPRAYING SYSTEMS CO. 


3277 RANDOLPH STREET - BELLWOOD, ILLINOIS 


Supplied as original equipment by America's 


leading manufacturers of farm sprayers. 











SELECTED RESOURCES USED 


Per Unit of Farm Output 





% OF 1935-39 


in relation to farm output, farm- 
ers now use more goods and 
services of nonfarm origin but 
fewer work animals and fewer 
man-hours of labor than they used 
in 1940. Continued increase in 
farm wage rates for labor en- 
courages a more widespread use 
of all types of machinery 
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Department of Agriculture reports on the 


Outlook for Farm Equipment 


Ww FARM production costs ex- 
pected to rise again during 
1958, use of machinery by southern 
farmers will be expanded sstill 
further as the best means of hold- 
ing the line against the cost-price 
squeeze. 

The U. S. Department of Agri- 
culture, in the current issue of The 
Farm Cost Situation, predicts that 
farm cost rates will average some- 
what higher in 1958 than in 1957. 
According to the government pub- 
lication, farm property taxes (per 
acre), interest rates, and prices paid 
for farm machinery, motor ve- 
hicles, farm real estate, fencing 
materials, fertilizer, and some farm 
supplies are expected to be slightly 
to moderately higher. Prices paid 
for feeder livestock are expected 
to be about the same while those 
paid for feed and seed are expected 
to average somewhat lower. 

The publication emphasizes how 
farmers have turned to machinery 
to increase farming efficiency dur- 
ing an era of high costs. “Although 
in 1957 farm output (was) a third 
larger than in 1940, it (was) pro- 
duced on about the same acreage of 
cropland with fewer farm workers, 
and on fewer but larger farms.... 
New and improved motor vehicles, 
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farm machinery, and farm sup- 
plies were made available at prices 
that made it profitable for farmers 
to substitute them for farm-pro- 
duced animal power, farm labor, 
and land as farm wage rates ad- 
vanced.” 

The farm equipment industry 
has been helped by the fact that 
“many farmers have learned that 
it is cheaper to use more machinery 
and other industrially produced 
goods and less human labor in 
their farming operations. As a re- 
sult, farming has become more 
commercialized and capital re- 
quirements have increased great- 
ly.” 


Will Encourage Sales 


The high level of farm wage 
rates will result in a continued ex- 
pansion in the need for more ex- 
tended use of farm machinery. In- 
cluding a 4% increase in 1957 
farm wage rates now average 
about 30% more than in the 1947- 
49 period, and the outlook is for 
some further increase in 1958. 

During 1957 prices of farm ma- 
chinery advanced about 6%, with 
some further increase in prospect 
for 1958. The government publica- 


tion had these comments to make 
in regards to the market for farm 
machinery: 

“Retail and wholesale prices of 
farm machinery continued to in- 
crease in 1957, and both are now 
at record high levels. Prices paid 
by farmers for machinery and 
motor vehicles (automobiles, mo- 
tor trucks, and tractors) in mid- 
September were 6 percent higher 
than a year earlier. Wholesale 
prices of farm machinery, includ- 
ing tractors, increased by more 
than 4 percent from Septembe: 
1956 to September 1957 when they 
were about a third higher than in 
1947-49. The level attained in 
September reflects in part an in- 
crease in freight rates, which be- 
came effective in late August and 
which may cause further increases 
in prices paid by farmers for ma- 
chinery. 

“Domestic shipments of machin- 
ery and tractors for farm use have 
been considerably lower in recent 
years than they were in the peak 
year of 1951. In general, the de- 
cline has been more pronounced 
for tractors than for other ma- 
chinery and equipment. Factors 
that contributed to the decline 
were a continued reduction in the 
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number of farms, the exceptionally 
large shipments from 1948 through 
1951, and the relatively low farm 
income of recent years. During the 
next few years, replacement re- 
quirements may cause an increase 
in demand for most of the principal 
farm machines. 

“Although the rate of increase 
has declined, the total number of 
tractors, motor trucks, and other 
important machines on farms con- 
tinued to increase during 1956 to 
record levels. However, because of 
the relatively small volume of pur- 
chases in recent years and normal 
depreciation, the estimated value 
of machinery and equipment on 
farms, adjusted for price changes, 
has not changed materially in the 
last 3 years. The total number of 
automobiles on farms has been fair- 
ly constant since 1930, but as the 
number of farms has declined, the 
number of automobiles per farm 
has increased. Workstock continued 
to decline in number, and in most 
areas, it is no longer an important 
source of farm power. 

“Although prices received for 
farm products are generally higher 
than a year ago, they have de- 
clined considerably in the last 10 
This, along with the in- 
machinery 


years 


crease in prices, has 


caused an increasing number of 
farmers to buy secondhand equip- 
ment in recent years. Used ma- 
chinery becomes available as op- 
erators of larger farms trade their 
machines for bigger and bette: 
models and as farm units go out 
of existence. 

“On farms on which large ma- 
chines can be used efficiently, the 
savings in labor and time reduce 
production costs. In the last 5 
years, the trend toward 
tractors has been especially pro- 
nounced. In 1953, for example, 
only 28 percent of the wheel trac- 
tors shipped for domestic farm use 
were 40 horsepower (maximum 
belt) or larger. But of those 
shipped in the first 8 months of 
1957, 58 percent were in this size 
group and 24 percent were rated 
50 horsepower or larger. The 
trend toward larger operating 
units and larger equipment is like- 
ly to continue. 

“In recent years, 
of new tractors designed to use 
lower cost fuels has increased. Of 
the wheel tractors manufactured 
in 1953 for farm use, 6 percent 
were designed for diesel fuel and 
1% for liquified petroleum gas 
Among 1957 models, the propor- 
tions are 16 and 6%, respectively 


large! 


the proportion 


Many farmers can reduce their 
production costs by using one Ol! 
the other of these fuels instead of 
gasoline. The amount that can be 
saved depends on the number of 
hours the tractors are used and the 
relative costs of the different fuel 
which vary considerably by re- 
gions. But any saving in fuel costs 
must be balanced against the high- 
er initial cost of the tractors that 
can use the cheaper fuels 

“More and more farmers are 
using machines ove! 
son and this trend is likely to con- 
tinue. For example, some farmers 
now use a combine to harvest soy- 


a longer sea- 


beans and grain sorghums as well 
as other grains. Extending the us« 
of a machine reduces total cost pe! 
unit of output. Farmers often em- 
ploy custom operators to do some 
of their work when an expensive 
machine can be used to advantage 
This helps the owner of the ma- 
chine to reduce his per-unit costs 
and can mean a saving for him 

“The rates that custom operators 
charge is an important factor in 
the demand for such machines as 
combines and hay balers, and the 
cost of doing the work by hand is 
still a factor in the demand fo! 
such machines as cotton pickers 
and potato harvesters.” 





Sell Wheel-Horse... 


The Only Yard and Garden Tractor 


That Offers . 
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sliding gear transmission 


plus two- wheel brakes gs 
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7; / CR EIR SE Rime : 
“T'S FUN!... here's more... : 
to sell the best there is...in a price range by itself! 1 
These many Wheel-Horse features make selling a real 
pleasure. First, you tell your prospect how this famed 
yard tractor goes up to 6 mph in high and | mph in 
low (and goes in reverse, too!) You explain that the 
versatile Wheel-Horse shifts and stops like an auto- 
mobile. Show him why the big 6:00 x 12” tractor-type 
rear tires produce tremendous traction. Describe how 
the exclusive all-gear drive and differential make cor- 
nering much easier. Then, excite the man with the 22 
optional attachments and the low price. Finally, clinch 
the sale with a free tryout offer. You'll enjoy the big 
profits. For all the details on becoming a Wheel-Horse 
dealer, write now to: 





First in profit—this big ticket seller nets a 
higher profit per tractor. 2 A year ‘round item 

. ideal for plowing snow, all yard and garden 
jobs. 3 Multiple sales from 22 attachments in- 
cluding rotary and reel lawn mowers. 
4 Exclusive franchise. 5 No set-up 


time. © Fully guaranteed. 7 Cur- pore 
rent advertising features large ads 
in “Better Homes and Gardens” and 


. 


14 other leading publications. 


Wheel-Horse Products 


51457-B U.S. 31 «+ 





Sevth Bend, indiana 
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Farm output in 1958 could well 
equal 1957 production, according 
to the Department of Agricul- 
ture, and gross farm income in ‘58 
may show a slight increase over 
last year, but there is also likely 
to be a slight further increase in 
production expenses. As a result 
net farm income is not likely to 
show any great increase 
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The Outlook for Agriculture 


a AND incomes to farmers, 
which have improved the last 
two years, are expected to average 
much the same in 1958 as in 1957, 
according to the recent issue of the 
Department of Agriculture’s De- 
mand and Price Situation. 

The publication points out that 
farm operators’ realized net in- 
come in the first three quarters of 
1957 totaled some 2% higher than 
in the same period of 1956. Both 
gross farm income, including gov- 
ernment payments, and production 
expenses have risen. 

The Department of Agriculture 
states, “that the present situation 
of heavy supplies of farm com- 
modities, a strong domestic demand 
for food and other farm products 
and a high level of exports, though 
probably not as high as the record 
of the 1956-57 marketing year, ap- 
pears likely to continue into 1958. 

“For 1958 the most significant 
changes in farm product prices 
presently in view are somewhat 
lower prices for 1958 wheat crop, 
reflecting prospects for a large 
crop and a lower price support 
level, and for hogs. . . . While 
prices paid by farmers have tended 
to level off in recent months, some 
further slight increases appear 
likely in 1958, particularly those 
resulting from higher interest and 
tax payments and rising farm 
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wage rates. Thus, not much change 
is indicated in the parity ratio for 
1958, and unless the rise in cost 
rates to farmers is arrested, the 
ratio may decline further. 

“Farm output in 1958 could well 
equal or exceed this year’s pro- 
duction if weather and yields con- 
tinue favorable. Based on October 
1 indications, farm output in 1957 
is expected to equal the record of 
1956. Despite a reduction of about 
3 percent in cropland used this 
year, primarily due to the Soil 
Bank program, crop production in 
1957 is at about the same level as 
in 1956 and much of it will be 
marketed in 1958. 


Other Increases 


“Reduced hog production is be- 
ing about offset by increases in 
other livestock products. With less 
funds available for the acreage re- 
serve of the 1958 Soil Bank pro- 
gram, additional administrative re- 
quirements for participation and 
more favorable soil moisture, few- 
er acres are likely to be withdrawn 
from use in 1958 than were with- 
drawn this year. Further, with 
hog and broiler output expanding, 
production and marketings of live- 
stock and livestock products may 
also edge up in 1958. 

“Accordingly, gross farm income 


in 1958 may show a slight increase 
over 1957, reflecting a_ slightly 
larger volume of marketings at 
about the same overall level of 
prices. Government payments to 
farmers may not be much different 
with somewhat smaller payments 
under the acreage reserve, but 
probably larger payments under 
the conservation reserve of the 
Soil Bank. But there is also likely 
to be a slight further increase in 
production expenses. 

“While stocks of wheat and cot- 
ton have been reduced significantly 
over the past year as a result of 
heavy export movement under 
Government programs, they are 
still large. Carryover stocks of 
wheat on July 1, 1957 totaled some 
900 million bushels, down about 
125 million from a year earlier 
Carryover stocks of cotton on 
August 1 totaled about 11.2 mil- 
lion bales, down about 3.3 million 
bales over the year. 

“On the other hand, stocks of 
corn on October 1 were almost 1.4 
billion bushels, up nearly 200 mil- 
lions from a year earlier. The 
Commodity Credit Corporation in- 
vestment in inventories, and price 
support activities on August 31, 
1957 totaled 6.7 billion dollars, 
down over 1 billion dollars from a 
year earlier. While some further 

(Continued on page 119) 
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New Holland comes up with 


Hay Balers for Multiple Needs 


TO PROVIDE a baler for every 
need, New Holland Machine Co., 
New Holland, Pa., has added four 
new models to its line of Hay- 
liners—the 68 wire-tie, 78 twine- 
tie, 78 wire-tie, and the 98 three- 
wire baler. 

Because of the popularity and 
success of its 68, New Holland is 
producing a wire-tie baler for the 
average-size farm. The new baler 
has an easy-to-adjust twister, said 
to stay adjusted. The entire mech- 
anism is out in the open. Improved 
needles bring the wire into a hold- 
ing clamp, where shearing occurs 
and twist is made. Special guides 
prevent wire-looping around the 
hook shaft. The drive chain may 
be tightened to retain position of 
the twister hooks. 

The 68 turns out 14”-x-18” bales, 
using standard 100-pound coils of 
wire. It is available in engine or 
PTO models. 

The Super Hayliner 78, com- 
bining large capacity operation 
with maneuverability, has alumi- 
num parts to make it light and 
more powerful. 

The pickup is 56” wide with a 
5%” flare, giving a total pickup 
width of 611%". Feeding action of 
the 78 is handled by the firm’s 
Flow-Action with Feeder-Assist, 
a finger mechanism operating 
above the pickup. Rotation of 
Feeder-Assist feeds more hay into 
path of Flow-Action. Here, alumi- 
num tines and telescoping bar 
carry hay to the plunger where 
the slice is made. Plunger stroke 
is 3212” at 60 strokes per minute, 
with a well-shaped 16”-x-18” bale 
resulting. 

Several improvements are made 
on the knotter of the 78. Special 
cam precision action releases the 
twine fingers at just the right 
time to give better knotting action 
with less strain on the twine. A 
newly-designed twine disc and 
cleaner gives smoother twine en- 
trance and pickup. 

A 27 h.p. Wisconsin engine drives 
the engine model. The 78 is also 
available in PTO models. 

With the 78 wire-tie, farmers 

(Continued on page 120) 
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This Super Hayline 78 baler, New Holland's newest, has fewer and lighter parts 
to provide better maneuverability. It comes with 612" total pickup width, 
said to change windrows into big, firmly-tied bales 


~ . a4 
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Rugged is the word for this New Holland 98 three-wire baler, defined as a 
“natural” for the commercial operator. Boasting a 30 hp Wisconsin engine, it 
bales more than 15 tons per hour, awarding 18"-x-22" bales up to 48" long 





This Hayline 68 brings efficient wire-tie baling to the average-size farm. It 
comes in engine or PTO models, has a 56" pickup and Flow-Action feed, and is 
said to turn out leafy 14"-x-18" bales, square and well-packed for handling ease 
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IH Introduces No. 46 
Large-Capacity Baler 


INTERNATIONAL Harvester re- 
cently introduced the McCormick 
No. 46 baler, an extra-large ca- 
pacity twine-tying baler in the 
lower priced field. The new baler, 
for pto use with full two-plow or 
larger tractors, has been tested at 
rates in excess of 10 tons of hay 
baled per hour. 

According to Harvester, the No. 
46 baler will cost considerably less 
and bale almost as much hay as 
larger machines — a baler with 
custom-capacity at a family farm 
price. 

Extra baling capacity of the new 
baler results from the wide-open, 
free-flowing design from windrow 
to bale including a wide floating 
pickup, a short full-floating auger, 
and an extra-wide feed opening 
into the bale chamber. Far-reach- 
ing triple-packer fingers sweep all 
the hay into the bale chamber. 

A new, short bale chamber holds 
over-all length of the new baler to 
17-feet, 3-inches. Only two chains 
and one V-belt are used on the 


No. 46 because the simple and di- 
rect power flow through heavy- 
duty shafts and gears eliminate 
the need for numerous chains and 
belts. 

All hay-handling parts work in 
the direction of hay travel, and 
knotters with chrome plated parts, 
specifically designed for the baler, 
tie close to the bale to give firmer, 
tighter bales. 

Other distinguishing features in- 
clude a plunger that rides on 
spring-steel runners and steel side 
guides to hold proper knife clear- 
ance; plunger and_ stationary 


knives that are reversible, sharp- 
enable, and interchangeable; and 
Exact-O-Matic bale length control 
that permits adjustment from 18 
to 42-inch bales. Built into the de- 
sign of the baler is a four-ball, 
weather-proof twine compart- 
ment; a handy lever for adjusting 
height of pickup, and a swinging 
hitch. Safety devices protect vital 
parts from all common baling haz- 
ards. 

All shear bolts used in the baler 
— flywheel, packer finger drive, 
and needle drive—are all the same 
size and interchangeable for ease 
in stocking and service. 

When used with smaller trac- 
tors, the No. 46 baler can be equip- 
ped with an 18 hp two-cylinder, 
air-cooled engine. Other special 
attachments available include a 
hydraulic bale density control, 
plunger crank safety shield, an ad- 
justable pickup gauge wheel, a 
dual wheel attachment, a hitch- 
lifting jack, and a trailer hitch and 
bale chute. 
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Personal Letters 
Perk Up Sales 


(Continued from page 102) 


farms. He travels in a truck out- 
fitted with such stock parts as 
filters, points, spark plugs, etc., 
and he makes it a point to inquire 
about the operation of the tractors 
and other machines while the op- 
erator’s memory is still fresh. He 
checks equipment and makes on- 
the-spot adjustments, if necessary. 
He talks with the customer and 
learns what equipment he may 
need, what added machinery he 
may be in the market for a season 


hence, and he makes notes and 
keeps records of all pertinent data 
which may have passed between 
them.” 

Stine then goes over these rec- 
ords, classifying the information 
with regard to sales and service. 
Filed by customer name, with an 
additional file by equipment label, 
these records serve as basis for 
Stine’s personal letters. Some fea- 
ture new equipment, while others 
emphasize the need for an equip- 
ment change. Last winter, Stine 
noted, he sent out 200 letters on a 
tree tiller. 

Following the mailing of letters, 
three days elapse before a sales- 
man’s follow-up by telephone. 
Then, within a week or so, a per- 
sonal call is made. 

Continued Stine: 

“We feel that the personal let- 
ters and calls keep us close to our 
customers. A daily radio spot of 
an institutional advertising nature, 
mentioning a piece of seasonal 
equipment, is of help to our busi- 
ness, as are our displays at county 
fairs and our participation in 4-H 
and FFA programs. But it is our 
person-to-person association with 
customers and prospects which 
makes the great difference.” 


Demonstrations 


When a customer wants some 
equipment demonstrated, we make 
it a point to invite a few neighbors 
by personal letter. Lupton Or- 
chard does not subscribe to mass 
demonstrations, he said. 

Two-way radios on the firm’s 
service trucks and salesmen’s cars 
are an investment which have paid 
off mightily in prompter service 
and customer confidence and 
good will. 

“For us it has meant savings in 
labor costs and vehicle operation,” 
Stine said. “Operating in a 50-mile 
radius, it has helped us to handle 
increased calls per day and, there- 
by, get more parts and service vol- 
ume. We can get hold of a truck 
on the road and send it around to 
our supplier for an emergency 
part. We can dispatch it on a field 
emergency. And such personal 
service really counts with the cus- 
tomer because it likewise saves 
him money and avoids loss,” he 
stated. 

“Two-way radio keeps us in 
constant touch with both mechan- 
ics and salesmen, eliminating the 
necessity for their returning to the 
office to check on special errands,” 
Stine emphasized. 
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John Deere Announces 
18-Foot Disk Harrow 


AN 18-Foot “FW” disk harrow, 
said to have a daily capacity of 
approximately 100 acres, has been 
introduced by John Deere & Co., 
Moline, Ill. This new machine is 
equipped with dual carrying 
wheels, and controlled with a 
standard hydraulic remote cylin- 
der. 

Tailor-made for John Deere 
“720” and other five-plow trac- 
tors, this new “FW” has extension 
gangs which fold around the main 
gangs to reduce the transporting 
width to 148", When it may be 
desirable to use the 18-foot “FW” 
with a smaller tractor, the exten- 
sion gangs can be quickly removed, 
making it a 14-foot double-action 
disk harrow. 

Wheel bearings are free-rolling 
automotive type. The disk gangs 
are regularly equipped with long- 
lived hard-iron bearings; anti- 
friction bearings available as ex- 
tra equipment. 

aa 


Jet Tiller Added 
to Ariens Line 


A NEW ADDITION to the rotary 
tillage equipment line manufac- 
tured by the Ariens Co., Brillion, 
Wis., is the Jet tiller which is de- 
signed and priced for home gar- 
deners. The Ariens Jet, a name 
derived from the phrase, “Just 
Easy Tilling,” has a Briggs & Strat- 
ton 234 h.p. engine with built-in 
recoil starter, “Lo-Tone” muffler 
and fingertip throttle control; 
heat-treated, high carbon alloy 
steel tines; extra heavy duty 10” 
wheels and rubber tires. Fingertip 
safety clutch applies tension a- 
gainst belt drive and releasing it 
stops forward motion and tine 


operation. Steel depth bar controls 
tilling speed and depth; free 
swinging for easier tiller operation 
and has a clip-action bolt for easy 
adjustability. 

The Ariens Jet has anti-friction 
bearings throughout, including 
Timken roller bearings on the 
drive shaft. No bushings are used. 
It has a hardened and ground 


worm and a high grade bronze 
worm gear. The cast iron housing 
has a large oil capacity and it is 
double-sealed on both sides. Gear 
case breather dissipates heat. 

The tiller has an eight inch till- 
ing depth. Standard wheel width 
is 12 inches, adjustable to eight 
inches wide. Standard tilling width 
of tines is 20 inches, adjustable 
from eight inches to 20 inches. A 
tine extension kit is available for 
extending tilling widths up to 36 
inches. 
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The Outlook 
for Agriculture 
(Continued from page 116) 


decline in wheat and cotton carry- 
overs may occur this season, the 
carryover of feed grains will likely 
increase substantially further, and 
the prospects for a reduction in 
overall stocks in the marketing 
year 1958-59 are not promising.” 








FORGED OF ¢- Streagth STEEL 


Tractor, Plow and Harrow Clevises — Hay Hooks 
Shackle Chain Hooks — Hitch and Clevis Pins 


, rouse 


pONe 
A = exTR 


4 TYPES OF BIG ORANGE CLEVISES 


ExTR 


Body with 1p" Pin 





11 Numbers Up to I" 


GRAB HOOKS For yf Grenee Hi-Strength 
Available ond or Write Us 


x ei MIDLAND INDUSTRIES, Inc. 


SLIP HOOKS 
Available 
* roy 

"Big Ora ” Pi ” izes 
vel % or % sie, ” Cedar Rapids, lowa 5/6", %". 7/16, 2" 
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John Deere Roller-Harrow 
Gives Clod-Free Seedbeds 


A ROLLER - HARROW, said to turn 
plowed ground into a planter- 
ready seedbed in one operation or 
to finish seedbeds following use 
of a conventional disk harrow, has 
been announced by John Deere & 
Co., Moline, Ill. 

The roller-harrow is made up of 
heavy cast-iron rollers, front and 
rear, with two rows of spring teeth 
in the middle. The front set of 
rollers reduces the surface clods 
while spring teeth pull sub-surface 
clods to the top and rear rollers 
reduce them. The spring teeth can 
be raised out of the ground and 
the rollers used alone to roll in 
newly-planted grass and legume 
seed or to break surface crust on 
wheat and similar crops in the 
spring. 

The equipment is available in 
6-, 8-, 10, and 12-foot sizes. Not 
available for the 6-foot model, 
carrying wheels are optional on 
the 8-foot, regularly equipped and 
hydraulically controlled on the 10- 
and 12-foot models. 
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Hay Balers for 
Multiple Needs 


(Continued from puge 117) 


are said to get the same baler ad- 
vantages afforded by the 78 twine- 
tie. 

The 78 twister ties with the 
plunger on-the-go, with bale 
action continuous. Angled rollers 
bring wire from twisters. Entire 
twisting operation is described as 
easy to see and adjust. A hinged 
cover protects the twisters from 
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dirt and weather. 

Less baler clogging problems 
occur with a slip-clutch on the 
pickup drive. When feeding cham- 
ber becomes clogged the pickup 
stops automatically and Flow- 
Action clears itself. 

The 78 bale is 16”-x-18” with 
length from 12” to 52”. The wire- 
tie 78 comes in both engine and 
PTO models. 

The 98 three-wire baler is de- 
scribed by the company as making 
“the best bale in the business.” It 
is especially designe&)for the com- 
mercial man and is capable of 
baling more than 15 tons per hour 
with its 30 h.p. Wisconsin engine. 
The 98 turns out 18"-x-22” bales 
from 24” to 48” long, weighing 
more than 150 pounds. 

Faster baling starts with a big 
5742” pickup. Material moves up 
the pickup under evenly-spaced 
windguards into an enclosed feed- 


er. A heavy-duty auger feeds hay 
with a traveling feeder bottom in 
an even stream to the wadboard, 
which folds the hay into the bale- 
chamber. 

The 98 is equipped with a spe- 
cial signal system to warn the 
operator when wire runs out. 
Standard equipment on the 98 in- 
cludes a_ self-starter, automatic 
bale-counter, 25-gallon gasoline 
tank, and 30-amp generator. 


o 


Gehl Offers Combination 
Farm Harvesting Machine 


A SELF-PROPELLED combination 
farm harvesting machine is intro- 
duced by Gehl Bros. Manufactur- 
ing Co., West Bend, Wis. 

The machine, a _ self-propelled 
forage harvester, replaces several 
machines formerly needed to per- 
form its three newly combined 
functions. With the new self-pro- 
pelled harvester a farmer, working 
alone, can use the same power unit 
for three different chopping op- 
erations by fitting it with a hay 
pick-up unit, a six-foot mower 
bar, and a two-row crop attach- 
ment. 

For the design of the machine, 
Donald Huhn, chief engineer at 
Gehl Bros., won an engineering 
award presented by a national arc 
welding foundation which pro- 
motes progress in welded machine 
design. It carried a prize of $2,100 
and the citation reading, “This de- 
sign, through welding, simplified a 
complex manufacturing operation 
and helped reduce the cost of this 
combination product to farmers.” 
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Manufacturers’ representative formerly 
specializing in irrigation sales needs 
additional lines to satisfy demand 
among dealer and distributor following 
who have engineer type sales personnel 
and want to diversify their operations. 
Reply to Box 708, SOUTHERN HARD 
WARE, 806 Peachtree St.. N. E., At- 
lanta 8, Georgia. 











Versatile IH Planter 
Operates at High Speed 


A HIGH-SPEED PLANTER—said to 
drill, hill-drop, or check-row 
at uniform planting depths and 
well-grouped hills at speeds up 
to 64% mph—has been introduced 
by International Harvester Co. 

The new six-row McCormick No. 
650 is said to be capable of plant- 
ing corn, cotton, beans, sorghum, 
and most other row crops, and can 
be equipped with accurate, high- 
speed fertilizer unit which can ap- 
ply 25 to 1,600 pounds per acre. 
Disk openers place fertilizer at 
recommended two-inches to the 
side and two inches below the 
seed. The operator, by flipping a 
lever, can population plant, select- 
ing two, three, or four kernels to 
the hill to match fertility level 
changes in a single field. 

Although measuring 24-feet 
wide when planting, the six-row 
planter can be reduced to only 
10-feet wide for transport. This 
is done by raising planter hy- 
draulically onto transport wheels, 
hitching tractor to end of the 
planter frame, and moving plant- 
er endways down the road. 

Plastic windows in the half- 
bushel seed hoppers allow operator 


to see when seed supply is low. 
McCormick translucent and corro- 
sion-resistant plastic hoppers are 
available for the fertilizer units. 

The new unit comes in two- 
four-, and six-row models 
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John Deere Markets 
New Rotary Chopper 


JOHN DEERE announces the new, 
low-cost 15 Rotary Chopper, suc- 
cessor to the 10. The 15 features a 
knife-equipped fan for chopping 
material finer. 


The 15 retains the rugged, sim- 
ple design of the 10 Chopper, the 
manufacturer states. Four rows of 
free - swinging, curved knives — 
eight per row — are mounted on 
the rotor, cutting a full 5-foot 
swath. They cut, chop, and shred 
material, deliver it to an auger for 
delivery to the knife-equipped 
fan. Three knives of the fan—six, 
if desired—cut against a stationary 
knife in the auger housing, to chop 
crops right for storage. 
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HOL-DEM 


MODEL 57 “Weed Stopper” 


Best Selling FENCER! 


Clips weeds on contact 

Ends nuisance shorts 

2-Lamp signal system 

Guaranteed lightning protection 

‘Saf-Tee" Chopper with circuit breaker 

1-Wire, any-soil stock control 

2-Tone finish, sheltered terminals 

6 Models, battery or electric, from $13.95 
YOUR JOBBER SALESMEN FOR HOL- 

CATALOG PAGES, INFORMATION 


RADIO PROGRAMMING AND WNEW 
DISPLAY RACK NOW AVAILABLE. 


Hol-Dem Electric Fencer Co. 
1342 Quincy Street N.E. 
Minneapolis 13, Minn 











HAVE YOU SEEN THIS AD? 


from “Farm & Ranch" 

NEW FARMING SECRET 
| MORE AND MORE FARMERS are finding out about | 

trash-mulch farming the Rotavator way. The 

| Rotavator is a tractor-mounted (or trailing) 

rotary tiller with tillage 

widths up to 80 in. The 

slice-loosen-mix action 

of the self-sharpening 

Rotavator blades 

(powered by the trac- 

tor PTO) makes seed- 

beds in one pass, mixes 

down cover crops, chops and buries trash 

Rotavation renovates old sod and pasture 

Rotavating builds up humus, leaves soil loose 

| and crumbly, doesn't waste rain by runoff and 

gullying, but lets the soil drink it up. It helps 

protect against wind erosion, gets rid of Johnson 

and Bermuda grass and other noxious weeds. 

Write today for booklets telling the whole story, 

| and for the name of your nearest factory-trained 

Rotavator Distributor, to: 





ROTAVATOR 


Arlington Heights 27, Illinois 


Our full ad schedule in ‘Farm & Ranch" is 
pulling plenty of Rotavator inquiries. Get your 
share. Contact your distributor: 

Va.. N.C 

TODD CO. INC., Norfolk, Va 

Ky., Central Tenn 

BRINLY-HARDY CO., INC., Louisville, Ky 

Ala., Fla.. Ga. $. C 

LOVETT & THARPE HDW. CO., Dublin. Ga 

Texas, N. M., S. Okla 

CONNALLY IMP. SUPPLY CO. Amarillo. Texas 
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J. i. Case Offers 
W-9 Tractor-Loader 


THE ALL-NEW W-9 Terraload’r, 
a 4-wheel drive, rear-wheel steer 
tractor-loader in the 154 cu. yd. 
class, is first in a series to be of- 
fered by J. I. Case Co., Racine, 
Wis. 

Three interchangeable buckets 
are available for the W-9 a 1%8 
cu. yd. (heaped) heavy-duty dig- 
ging bucket; 134 cu. yd. standard 
material bucket; and 234 cu. yd. 
light materials bucket. 

Advancements in operation and 
safety include rigid lift-arms piv- 
oted forward of the operator’s seat, 
improved stability, power shift 
and steer, Torqmatic drive, speeds 
to 21 mph in both forward and re- 
verse, with controls and color- 
coded instruments designed for 
easier, faster operation. 

Overall length of the W-9 is 
185” with bucket at carry, and 
the weight is 15,600 lbs. It is pow- 
ered by a 251 cu. in. Case indus- 
trial engine, has 11,000 lbs. break- 
out force at ground level, and 5500 
lb. lift capacity. 
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IH Announces New 
McCormick Planter 


INTERNATIONAL Harvester Co.’s 
new McCormick No. 260 two-row 
corn, cotton, bean, and peanut 
planter can be used on all Farmall 
and International tractors equipped 
with two-socket Fast-Hitch. 

While regularly furnished as a 
drill planter, attachments § are 
available for converting the No. 
260 into a_  hill-drop planter. 
Straight-side combination hoppers 
are regular equipment with offset- 
side combination hoppers, or du- 
plex hoppers available when de- 
sired. 

Planter is pivot-mounted to the 
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tool bar and coupling beams to 
provide even depth planting on 
rough irregular ground, with ad- 
justable equalizer springs con- 
trolling the amount of flexibility 
between the two planting units. 


apt iOS el 
ee 


ae are 


Special equipment and attach- 
ments adapt the No. 260 for plant- 
ing practically all seeds under all 
conditions—on beds, in furrows, or 
on the flat in 36-, 38-, 40-, or 42- 
inch rows. 


Oliver Corp. Produces 
Two New Hay Balers 


TWO NEW HaAy balers, designated 
as Twine-Tie Model 60-T and 
Wire-Tie Model 60-W, are being 
produced by The Oliver Corp. for 
introduction in its 1958 farm 
equipment marketing program. 

Basic improvements in the two 
models, which differ only in the 
tying mechanisms, include a new 
pickup unit and knife guide. Tine- 
guide slots in the pickup unit have 
been narrowed to reduce leaf loss. 
The new, replaceable knife guide 
is said to assure clean, complete 
shearing action on every beat. 


New Features 


Another advantage of both mod- 
els lies in a spring-loaded, ball- 
bearing-equipped idler that has 
been added to the auger drive. The 
resultant automatic belt tension is 
said to eliminate auger stoppages. 

Oliver’s wire-tying mechanism, 
in the 60-W model, is brand new, 
the company states. Pointed out as 
especially advantageous in its op- 
eration is the fact that it makes a 
secure, self-locking twist of the 
wire without leaving any clippings 
that might be picked up by live- 
stock. The knot can be opened 
with the fingers. 

The individually driven twine- 
tie and wire-tie units are inter- 
changeable. There are few work- 
ing parts in each unit and adjust- 
ments are said to be made easily. 

Both models are equipped with 
Oliver’s “pivot-balanced” PTO 
drive, and a new color pattern, 
clover white and meadow green, 
distinguishes both units as part of 
Oliver’s new line of agricultural 
machinery. 
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Brady Hay Conditioner 
Designed for Heavy Use 


THE Brapy Manufacturing Corp., 
Des Moines, Iowa, announces the 
availability of the 1958 Brady Hay 
Conditioner. Constructed for hea- 
vy duty use, outstanding features 
are the large size wheels for flota- 


tion; large corrugated rolls for 
crimp action; positive height and 
leveling adjustments; spring load- 
ed crimping rolls; and windrow- 
ing attachments. 

The conditioner has a full 80- 
inch capacity for six or seven-foot 
mowers. 
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New McCormick Loader 
Adapts to Wide Usage 


INTERNATIONAL Harvester Co. has 
announced a new front-mounted 
loader, the McCormick U-34B, for 
use on the new International 330 
Utility, the 300 and 350 Utility 


tractors. The loader is powered by 
the tractor’s Hydra-Touch hydrau- 
lic system or it can be used on 
tractors equipped with a special 
large capacity front-mounted hy- 
draulic pump. 

Interchangeable attachments a- 
dapt the loader to a wide variety 
of loading, lifting, grading, and 
material-moving work. Attach- 
ments include a six-tine manure 
fork, nine-cubic-foot material 
bucket, crane, and a seven-foot 
leveling and grading blade. 
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Catalog kee, Wis. Various components of 
the unit are illustrated. 


Two large cutaways of the 
B-125 occupy center spread posi- 
tion in the catalog. Included also 
are B-125 specifications, and a list 
of special equipment available to 
expand the versatility and use of 
the engine. 


Allis-Chalme 
Illustrates Power Unit 


THE ALLIS-CHALMERS B-125 
power unit is described in a 
new eight-page, two-color catalog 
(MS-1247) now available from 
the Tractor Group, Allis-Chal- 
mers Manufacturing Co., Milwau- 


Tractor Conversion Steps-Up Power 


This experimental “tandem" four-wheel-drive tractor actually is comprised of 
two standard Ford tractors, with front wheels removed. It has delivered up 
to 45 percent more drawbar pull than the total combined pull of the two 
tractors used conventionally. Experiments are being conducted with tandem 
tractors at several universities and at the Farm Machinery Research and 
Engineering Center of Ford Motor Co.'s Tractor and implement Division 


SOUTHERN FARM EQUIPMENT Section for FEBRUARY, 1958 123 





\ceme Shear Co 
Adams Co., O. F : 
Aladdin Laboratories, Inc. 
Allis-Chalmers Mfg. Co 
American Biltrite Rubber 
American Chain & Cable 
Ine American Chair 
Div ‘ 
American Pad & 
rextile Co. : 
American Screw Company 
American Steel & Wire 
Oyclone Fence Div 
American Tack Co 
Ames Co 0 
Animal Trap Co 
Arrow Fastener Co 
Atlantic Steel Co 
Atlas Screw & Spex 
Atlas Tack Co . 
Aurora Pump Division 
New York Air Brak« 


Bakelite Co., Div. of Union 
Carbide & Carbon Corp 
Bassick Oo. . teas 
Bernz Co., Inc., Otto 
Bethlehem Steel Cory 
Blue Oo., Inc., John . 
Bommer Spring Hinge Co.. 
Brearley Oo. .. ee 
jrink & Ootton Mfg. Co 
Bronson Reel Co 
Brown Oorp., W. R. ... 
Burlington Molding Corp 
Business Mart of Americ: 
Butcher Polish Co 


Cc 


albar Paint & Varnish 
Jampbell Chain Co 
Jarolina Washboard Co 
Jase Oo., J, . 
hampion DeArment Co 
hattanooga Royal Co 5 
horemaster Div. Weber 
Engineered Prods., In 
lark Brothers Bolt Co ° 
larke Sanding Machine Oo. .. 
‘lassified Ads . 97 
lemson Bros., Inc 
Jleveland Mills Co . 
linton Machine Oo. .....ses+ 
olorado Fuel & Iron Corp., 
Wickwire Spencer Steel Div. 
Jolorite Plastics 
olumbia Malleable 
Castings OCerp 
olumbian Rope Oo 
ommercial Oredit 
Equip. Corp 
onsumers Glue Co 
ontinental Scale Corp 
Yooper Mfg. Co 
orning Glass Works 
Corson Bros., Inc 
Crescent Tool Co 
Crosman Arms Co 
Cross Mfg. Co 
Cyclone Fence United 
States Steel Corp 


D 


Damascus Steel Products Corp 
Dazey Corp . 
Dearborn Motors Credit 
Deere, John 
Demeritt Co. .... 
Dempster Mill Mfg. Co 
Denison-Johnson Corp. ... 
Diamond Expansion Bolt Co 
Diamond Tool & Horseshox 
Dobbins Div 

Chamberlain Corp. .... 
Draper-Maynard Company 


E 


Eclipse Lawn Mower Co.. 
Lawn Mower Div. ... 110 
Chain Saw Div 


124 


El 
Empire Brushes 
Empire Plow Co 
Enterprise Mfg. Cx 
Estwing Mfg. Cx 
Evans Rule Co 


F 


sirbanks, Morse 
‘asco Industries 
ederated Mutual 
& Hdw. Insur 


Edwin H 
eischmann Handle 
leming and Sons r 
letcher-Terry Co 
lex-O-Glass, Inc 

Warp Bros.) 
‘lintkote Co 
ollansbee Steel Cori 
t. Myers Iron Works 
‘uller Tool Co., In 


G 


Gale Products 
Gamble-Skogno 
Garcia Corp. .. 
Gehl Bros. Mfg. Cx 
General Steel Warehor 
Co., Inc. . 
Gilbert & Bennett 
Gilmour Mfg. Co 
Gould Pumps, Inc 
Graham & Co., In 
sevin Bros. Mfg 
Graham & C©o., In 
G. W. Griffin Div ° pew ae 
Graham & Co., Inc., John H. 
King Cotton Cordage D 
Graham & Co., In John H 
Ohio Machine Prods., in 
Great Neck Saw Mfgs., Inc 
Greenlee Tool Co 
Griffin Mfg. Co 
Gunver Mfg. Co 


H 


Hamilton-Skotch Cor} 
Hanson Co., Henry I 
Hayes Spray Gun ( 
Heineke & Co 

Heller & Co., W. ¢ 
Hemp & Oo 
Herschell Mfg. Co 
Hillerich & Bradsby 
Hodell Chain Oo 
Hol-Dem Elec. Fence 
Hollaender Mfg. Co 
Holthouse & Hartuy 
Howard Rotovator Co 
Hyde Mfg. Co 


Hypro Engineering 


Igloo Oorp - 
International Harvest 
(General Line 


-rwin Auger Bit ¢ 


J 


Jackson Mfg. Co 
Johnston Lawn Mower 
Jones & Laughlin 


K 


K & S Manufact 

Kaiser Alum, & 

Keil Lock Co., In 

Kellog Brush Mfg 

Keuffel & Esser C« 

Keystone Steel & 
Wire Co. .. 

King Hardware Cx 

Klein-Logan ¢ 

Klein & Sons, Mathias 


L 


Lamson & Sessions Co 
Lancaster Pump & Mfg 
Co In 5 : 


SOUTHERN FARM 


unders, Frar 

Dazey Cory 

anders, Frary 

(Universal Prod 
ungley Corp. .. 
Larson Co.. Chas. 0 
awn-Boy, Div. of 
Outboard Marir 
azy Boy Lawn M« 
illiston Implement C« 
inen Thread Co., Ir 
wcke Stove Co 
ombard Governor Cor 
ouv-r-Pak, Ine 


ufkin Rule Co 


M 


Mann Edge Tox 
Marshalltown Tro 
Masonware Comp 
Massey -Harris-Ferg 
Master Lock Co 

W 


Mossberg & 
Moto-Mower 

Mouli Mfe¢ 

Murray Ohio Mfg. Co 
Musgrave Mfc. Co 


Radiator Sp 
Red Devil 
Red He 

Red Ja 
Reeve ( 
Remin 
Reput 
Resort 
Sout! 
Revere (« 
Reynolds 


Supply Ce 


Richards-Wilecox Mfg. Co 


Rogers Isinglass & Glue 
Ronson Corporation 
Root Mfg. Co., Ine 
Rototiller, Inc 

Royal Elec. Corp 
Rubbermaid, In« 
Ruberoid Co 


Samson Cordage Works 
Sandvik Stee Ine 
Sanitary Receiver Co 
Sargent & Co —" 
Arms Corp., Ar 
Savage Arms Oory 
Lawn Mower Div 
Schlueter Mfg. Co 
Schwartz Mfg. Ce 
Scovill Mfg. C 
Shakespeare Oo 
Sherman Mfg 
Sherwin-Wi 
Siebert Co 
Slaymaker Lo 
Smith & Co 
Smith & Sons, 41 
South Bend Tackle Ce 
South Bend Toy Mfg 
Southern Hardware 
Southern Screw Co 
Southland Mower Co 
Southwestern Plastic Pi; 


Sav 


S« 


Spraying Systems Co 
Stanley Works Hardwar 
Star-Mfge. Co 

Strataflo Products, Inc 
Style-Crafters, Inc 
Sunflower Industries, Ir 
Sunset Line & Twine Ox 
Superior Equip. Div 
Supplex Company 
Supreme Prods. Corp 
Swan Rubber Co 
Swing-A-Way Mfe (« 
Swisher Mower & Ma 


‘ork & 

Co 
nion Malleable Mfg 
nited States Plywood ( 
nited States Rubber ( 
(Cyele Tire Dept.) 
Tnited States Steel Cort 
™CO Cort 
niversal Converting 
pson Brothers. In 
Ss 


I 
tica D 


x pansion 


Forge & Te 


V 


WwW 


Want Ads 
Warn Brot 
Water Maste 
Weller Els 
Western 

W heel -H« 
Wickwire 
Wickwire " 

Div. of The Colo 
Fuel Iron Corp 
Wire Prox iY 

W 
Wright 
Wyatt Mfg 


Y 


Yale & Towne Mfg. Co 


Yardley Plastics Cx 


EQUIPMENT Section for FEBRUARY, 1958 





ROBERT S. STEVENSON 


“At Allis-Chalmers we believe that we can do 


our fellow-employees no greater favor than to 


recommend that they invest in a ‘nest-egg’ fund 
of U.S. Savings Bonds. 


“While this program has been going on for 
many years—made easy through the Payroll 
Savings Plan—we recently offered all Allis- 
Chalmers people a chance to review their 
individual bond purchasing schedules and to 
bring them up to date. 


“As a result, more than 52% of the total 


Allis-Chalmers organization of about 40,000 
people are buying U.S. Savings Bonds at a rate 
of approximately $6,000,000 a year.” 


ROBERT S. STEVENSON, President 
Allis-Chalmers Manufacturing Company 


Start your employees on the path of future financial security 
through automatic savings in the new and improved Series E 
Savings Bonds. It’s simplicity itself. Just contact your State 
Director, U.S. Savings Bonds Division. He'll provide all the 
material and assistance you need fo install a Payroll Savings 
Plan or build enrollment in one already existing. Look him up 
in the phone book or write for full information to the U.S. Sav- 
ings Bonds Division, Treasury Department, Washington, D.C. 


The United States Government does not pay for this advertising. The Treasury Department 


thanks, for their patriotic donation, the Advertising Council and 


SOUTHERN HARDWARE 


TODAY—PAYROLL SAVINGS ENROLLMENT 1S AT A NEW PEACETIME PEAK! 
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The Customer is 
ALWAYS Right with 


WATER 
SUPPLY 





EQUIPMENT 
= 


America’s Complete Line of 


WATER SYSTEMS 


It’s always easier and more profitable 
for a Dempster Dealer to do business 
because whatever his customers want, his 
customers can get from Dempster’s 
complete water system line. 


Convert 0 Jet and : aoe e . 
Convert 0 Jetmaster Whether it’s price, capacity, pressure, 


depth, quality or any combination of 
factors, there’s a Dempster water system 
to meet the need. And every Dempster 


pump is tops in performance, 
engineering and construction. Nearly 
80 years of water system experience 
guarantees full satisfaction. 


Dual Jetmaster Mult; Stage Jetmaster 
deep well or shallow well two or three stages 


Low Head Centr tugal 
High Head Centrifugal 


Single Stage 
Jetmaster 


Windmills 


: 





) 








Reciprocating Pumps Submersible Sump Pumps 
shallow well deep well 


WATER 


GEST aE DEMPSTER MILL MANUFACTURING CO. 
Home Office and Factory: Beatrice, Nebraska. 
For fast service, Dempster branches and warehouses are located in: 
EQUIPMENT Omeoho, Nebraska Sioux Falls, South Dekota 


oe Kansas City, Missouri ° 
Des Moines, lowa Oklahoma City, Okichoma 
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(Suggested retail price, tax included) 
complete with 2 Polishing Brushes 





me 
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S arkling 
P WITH NEW FEATURES 


New motor—runs faster, runs cooler than 







any in competing machines. 
















New exclusive styling—with baked silver 













ADDITIONAL 
EASY-TO-MAKE 


PROFITS 


gray finish. 


New light weight — less weight to carry, with 
equal durability and “abuse-ability.” 






New brush lock — simpler and surer. 












N THESE 
New lower price— made possible by omit- ' 
ting extra brushes. RELATED 
ITEMS 







(extra brushes available, of course) 






Other salesworthy features include handle that locks 





in upright position, extra-long 18-ft. Underwriters- 

lhe oe baa und patented quick-release cord De Luxe Model FP-33A. Same improved machine, but with 
holder. 2 polishing brushes and 2 scrubbing brushes and 2 felt 
pads. $59.95 suggested retail. 









Counter-rotating brushes polish full 12-inch swath. 






Rug Cleaning Attachment. Simple, rugged, snaps easily into 
place on FP-33 or FP-33A. Complete with two vinyl 
brushes. $19.96 suggested retail 

No change in profitable discount Floor Reconditioning Kit. 6 coarse, 6 medium sandpaper 

schedule. Order from your jobber today. discs, 2 holders, 4 steel wool pads, wrench. $10.96 sug- 



























gested retail. 






Brushes. Polishing brushes $4.75 pair, scrubbing brushes 
$4.75 pair, felt pads $.80 pairs 


Red Devil Tools. 


UNION, NEW JERSEY, U. S. A. 
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NOW Red Devil, ADDS 











Your Cost List 
Each Price 


’ Putty Knives % doz. P-13—1%” FV Flexible $ .51 $ .85 
Order This NEW A-20 M% doz. P-13—1%” SV Stiff 45 75 


Display Assortment 
From Your 
Wholesaler Today 


Wall Scrapers 2 doz. P-13—3” FV Flexible 75 1.25 
%2 doz. P-13—3” SV Stiff 69 1.15 


Broad Knife “% doz. P-13—5” FV Flexible 1.14 1.90 
Shipped complete with A-20 Total list price $32.25 


metal display rack pictured. Veen eat 19.35 ‘ 
Height overall 28”. Ship- 
ping weight 1312 Ibs. Your profit $12.90 YUi 


When ordering back-up stock for this unit, use identification 
numbers above to be sure of getting carded knives. 


Red Devil Tools. 


Union, N. J. ¢ U.S. A. 
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